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Thoughts of the Week —In Shoes 


PRING opens early—already its harbinger of sunny 
days brings a false springtime feeling into trade— 
but it is well for anticipation of new attire and footwear 
helps to rush along Real Spring. Given the right kind 
of weather—economic conditions notwithstanding—a tidy 
early spring business can be had in footwear. A severe 
winter helps to hurry along springtime and stimulates 
buying of spring clothes and shoes. All in all, it has 
been a good shoe winter and an exceptionally good rub- 
ber winter. A change to spring is therefore most wel- 
come—hurry up sunny days—there is pleasure ahead for 
the consumer and profit for the merchants. 
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E have seen Primo Carnera—the man mountain of 

fistiania—and what feet! No wonder they termed 
him Bootsie in Italy. In one shoe store they show a 
pair of his 24’s and tell the message of cheer to mankind 
—‘We fit ’em, large or small, every size—walk in bare- 
foot and step out shod.” To tell the message better, 
why not show a background chart, similar to that drama- 
tized by Ernest Burrill, where 129 pairs were needed to 
show a one-pair run alone. The movie reel by the Men’s 
Shoe Campaign now shown as a news feature in picture 
theaters the country over is doing more to show the 
American public the problem of sizes than any other 
medium—and its talkies tell “every shoe store must 
carry a long run of sizes to fit the one pair of feet you 
bring into the store.” But how to tell the public that 
one pair must bear the burden of stocking all the others 
is something else again. 


* 


SHOE department buyer and manager must be 
more shoeman than anything else. Shoes are 
not sold like any other merchandise and therefore stands 


in a merchandising class—all its own. Failure of mer- 
chandising chiefs to realize this has brought about the 
present situation wherein so many shoe departments are 
in the market “on lease” and so many shoe department 
changes of management are on record. And a shoe de- 
partment cannot be the back-log of 
tomers’—because if she doesn’t get shoe-return satis- 
faction she will not buy fur coats, washing machines, etc. 
in the store. A real shoe department must be run like 


“satisfying cus- 


a separate shoe store enjoying the customer-traffic the 
big store attracts. 
* * * 
8 bees consumer comes first and the item of making 
money second, for if the customer is satisfied, he or 
she comes back to the store for a second and subsequent 
pair. The customer first, then the store and its service 
of supplying the right shoe at the right time 
factory, tanner, etc. 
One shoe organization has now made the foregoing 
its fixed rule of operation. 
fired its traveling shoe salesmen and re-employed them 


then the 


Last week this organization 


as merchandise managers. 

As salesmen the men were interested in the numbers 
of pairs sold per year and the commissions therefrom. 
As merchandise managers their income now is based on 
the turnover and the markup within the merchant’s 
store. They are asking buyers to budget their purchases 
over a year into twelve monthly quotas. 

The first job of the man on the road, then, is to see 
that the merchant keeps himself solvent and to do this 
they urge that he keep his indebtedness at a low point. 























Upper left: Mr. 
Antik of Paris 
wearing lightweight 
black shoes with a 
gray suit. 


Upper right: Mr. 
Lloyd Moore wear- 
ing all white buck, 
with brown and 
cream suit combi- 
nation. 


Lower right: Mr. 
Arthur Cowan 
wearing black and 
white shoes, blue 
coat and white 
trousers. 







Majority of men 

at Southern re- 

sorts wearing 
sports types 















Lower left: Mr. J. W. Kitchell of Mil- 
brook, Greenwich, Conn., wearing brown 
saddle, plain -toe oxfords with striped 

flannel trousers and striped sack coat. 
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ET’S step into the men’s shoe business for 
spring and summer with a million-pair look 
instead of “one-twelfth of a dozen assorted 

sizes.” 

To sell more pairs of men’s shoes this summer is 
going to take real merchandising ability. The ap- 
proach to extra pairs must be made with summer 
shoes in mind—the new terminology “Summer 
Shoes” taking the place of sport shoes of former 
seasons. Every known variety of lightweight shoe 
should be designated as a summer shoe. A sharp 
definition between winter, spring and summer shoes 
should be made not only in the stock but in the 
publicity and in the window. 

Summer shoes in million pair lots are first—light- 
weight blacks, lightweight browns for regular dress 
and business wear. Second—light and medium 
weight shoes in combinations of brown and white, 
black and white, brown and smoked horse. 

Reports from Palm Beach indicate the greatest 
combination season ever, ahead. This has been 
developed probably by the acceptance by women 
of the smart walking shoe in the combination of 
brown and white, black and white and white and 
colors. If women are wearing the sport shoes shown 
on page 38, the men will wear those on this page. 

At Palm Beach, Miami and Havana the men 
wearing plain black and brown shoes were in the 
great minority. The majority of men were wearing 
smart summer type shoes, not limited to one pair, 
but lightweight types for walking and spectator 
wear and the more serviceable weights for golf, ten- 
nis and actual sports wear. 

The common hope of the men’s 
shoe stores and shoe departments the 
country over is that sunshine will styles for 


“3 


Accepted styles at 
winter resorts be- 
come the predicted 
Spring 
and summer. 


85 


81 a Real Summer Shoe Season 


open early in the north and that men will 
buy at least one pair of summer shoes 
prior to Easter. 

No dress vogue has ever had the popu- 
larity of the flannel trouser in white, with 
its blue or brown sack coat and the com- 
bination of browns in trouser and coat. 
More dressy shoes were positively re- 
quired by this new semi-sport togs. The 
decline of the knicker and the increase of 
the long trouser in sports wear has had 
the effect of simplifying patterns and de- 
creasing the wildness of combinations. 

Simple, classic lines in patterns prove 
to be best. There are a few novelties 
with straps and buckle and tricky side pat- 
terns, but they are mostly worn by high 
school boys. High novelties are appear- 
ing in resort wear. Men’s woven sandals, 
some rough suedes, one or two rough 
fabrics. These shoes are in the decided 
minority. They are simply spice to a 
window display. 























A Sales 


Promotion Message 





How to Get Your MAN 


Shoes for the occasion or the costume constitute 
the only really constructive selling appeal to con- 
sumers in recent years, according to the writer of 
this article. In this sales argument he sees the most 
powerful lever that shoe merchants can use to get 
more volume. Attempts to sell men on the shoe 
wardrobe idea, he maintains, have thus far only 
scratched the surface. The concrete suggestions for 
more aggressive selling contained in this article have 
a definite value for alert merchants, who are alive 
to the necessities of a merchandising period in 
which consumers must be shown. 


HE only really helpful message that has come 
forth to the consumer recently is that of the 
occasion or costume shoe. The development of 
this costume shoe has been a gradual one, fostered by 
the multiple complexities of modern life. From the 
vague classifications of formal, general-wear, informal 
and sports shoes, we have emerged with some trepida- 
ition into an era of specific costume footwear. How far 
this idea may be promoted without merging on the 
ridiculous is not yet clear, but it should be one of the 
answers to the consumer’s foot problems, and it will 
support an increasing productivity in the industry. 
Strangely enough, nevertheless, all promotion of the 
~ecasion shoe is being done from the style angle—not 






























much is even hinted concerning the proper shoes to 
meet the special comfort requirements of the occasion 
nor is there anything said of the actual necessity in a 
complex existence, for frequent changes of footwear to 
assist in physical adaptability to changed surroundings. 
No hint is given to the customer as to why an air-weight 
oxford will meet his needs for dancing, and why a spe- 
cific type of oxford is required for golf while an entirely 
different shoe is best for pounding the sidewalks in town. 

The shoe wardrobe is estimated to meet the require- 
ments of the all-round-city-country-business-sportsman. 
The shoe wardrobe, or to be more modest, the shoes re- 
quired by the rural consumer, or the man who belongs 
to a special laboring group is a separate problem and 
receives far too little attention. Too much merchandis- 
ing and advertising is directed to the so-called upper 
levels of society, under the false assumption that every 
consumer of lower regions wants to imitate the leisure 
class and wear the same clothes, whether they are suit- 
able to his needs or not! If a shoe is no longer just a 
shoe, then every class of consumer necessarily raises 
a specific problem: “What types of shoes will meet 
MY needs?” In rural and specialized publications, 
occasional ads such as the following hit at this situa- 
tion, but do not even pretend to meet it: 

“Road construction demands a real shoe . . . heavy 
work on the roads, the farms, etc., demands good- 
wearing, comfortable shoes . . . and Sisman Shoes are 
offered to Canadian farmers.” 

It is granted that: 

The way to get a man to buy more shoes 
is to sell him occasion shoes. 

The way to sell him occasion shoes is to 


encourage nicety of dress and style ap- 
pearance. 

The way to sell a man style appearance is 
to sell him quality merchandise. 

The way to sell him quality merchandise is 
to prove to him that it will give more sat- 
isfaction and greater value for the money. 

The way to prove intrinsic value is to get 

down to fundamentals and show why the 

shoe: 

1—Is appropriate to the occasion. 

2—Will contribute style appearance by 

its correctness. 

3—Has artistic beauty and _ contains 

quality materials. 

4—Will give satisfaction because of spe- 
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By 
T. A. ROBERTS 








cific comfort features; will meet the foot problems 
of the specific customer; living under specific condi- 
tions, with a specific income and specific wardrobe 
needs. 

Thus you construct a merchandising wheel. The 
psychology of right-selling will start the wheel revolv- 
ing. Once in motion it will continue to rotate by reason 
of the seasonal and habitual changes which make new 
purchases necessary at regular intervals. You can begin 
with any spoke on that merchandising wheel and if you 
push it in the right direction, you will get the same results 
—a wardrobe of shoes for the man. 


ss HE need for greater pairage in our business is 
largely dependent upon having your customers buy 
both brown and black,” according to George Geuting, in 
a recent issue of Boor AND SHOE REcorDER. That is one 
procedure. Another way is undoubtedly to begin with 
a study of the contributing factors, and relate the shoe 
(1) to the occasion, (2) to the costume, and the season, 
(3) to the locality or income group, and (4) to the man 
himself. Otherwise, there will be in the men’s apparel 
field something of the same confusion that exists in the 
women’s apparel trade . . . each retailer promoting a 
different range of style specifications, a different 
group of seasonal colors and different qualities in 
shoes that should all be related to the same mode 
and to the same seasonal demands. It is a “fad” 
among retailers in the women’s ap- 
parel trade to try to “set the pace” in 
independent style features. 
There is no doubt that dressing for 










| to Buy More Pairs .* 


for the occasion, what types will provide comfort and 
why, which styles of shoes will meet the wardrobe needs 
of the man in his own locality. If the general public 
knew more about its own feet, the manufacturer would 
not have such a hard time trying to study this out for 
himself. The manufacturer is the only one delving 
into the evils of foot discomfort on a large scale. Some- 
times one wonders if they are trying to keep it a secret 
—this mass of research and experimental work they are 
doing, for fear their competitors will find it out. Yet 
the really progressive manufacturer can afford to let 
out most of the secrets of his business, because he will 
be so busy developing new ones all the time that he will 
still be a leader. So let him pass on to the ultimate con- 

sumer the benefits of his research and experience. 
Such generalities as find their way into most con- 
sumer advertising are flaccid copy compared to the in- 
formation needed. How to get educational copy before 
the readers who are concerned, is a real problem. There 
are city-dwellers who do not play golf, or wear golf 
shoes, who do not go to college and are not to be trapped 
by collegiate copy, and who have no use for pumps for 
[TURN TO PAGE 82, PLEASE] 





the occasion is the big card which the 


manufacturers hold at this time. A Heavy Weight 
feeling of informality is creeping into GC 1 Types 
the general style picture, expressing 

itself in more formal living, more Wide Brogues 


elaborate entertaining, finer surround- 
ings, more fastidious attire. This is 
in spite of the outdoor influence of 


Low, Square Heels 





the resort mode. There is no up- All Year Shoes 
heaval in this gentle revolution. It is Das Colevs = ; Wider Color Range 
demonstrated in every field. § at Guais 
But there is real need for educa- All Pur Shoes ™ > hoes for Occasion 
_— and Costume 


tional material from the manufacturer 
and retailer to the consumer, as to 








what types of shoes are appropriate 
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HE trim definition of pattern has brought in tip 
and quarter trim over white as the outstanding 
shoe for smart spectator sports wear this spring 

and summer. 

This classic pattern in its many different trims has a 
smartness to it which makes it one of the basic new 
shoes of the new season. With white as a foundation 
and all of the colors as trimmings, it gives a new variety 
to a style that has existed for generations. 

Its origin was in a custom-made English walking. shoe, 
worn for the early 
sporting events during 
the English turf sea- 
son. It was originally 
made in all tan and 






She Walks in Style-SMARTLY 


But now it has become modernized in lightweight, 
trim footwear, blending with sport dresses, and has been 
accepted by the well-dressed women in America as one 
of the positive types for walking footwear. It is also 
one of the easiest fitting numbers because of its strap 
and lace control. 

Despite the fact that these types and patterns are 
used and merchandised in all grades, this shoe never 
loses caste. One of the reasons is that its character is 
basically correct and the other is that its many and 
varied uses make it a 
safe buy for any wide 
awake merchant. 










fitted into the tweeds 
and heavy wear. 

























1. Smart walking shoe. 
Thin one strap, leather 
heel, ornamental vamp 


d ¢ perforations. 


2. New center buckle 

model, tailored type, two 

tone trimming, covered 
heel. 


3. High throat control 
oxford, dark brown trim- 
mings and laces. 
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ITH the great style importance of white and 

white with color, this season will see a volume 
sports shoe program from coast to coast. Unlike many 
fashionable shoes, the white shoe with brogue treat- 
ment and complementing tip and quarter is in style and 
good taste in any and all grades. 

The important thing about this spectator sport shoe 
is its varied uses and the many costumes it glorifies. For 
the all-round sports shoe, for beach and country wear, 
nothing is quite so appropriate. It has been found rather 
difficult to style a shoe with all the necessary requisites 
for such purposes. The beach and dusty roads play 
havoc with the airy open shanks, and it is often impos- 
sible to get the summer grit out of the woven fabrics. 

This season, women are leaning toward the chocolate 
and soft beige colored wing tip and quarter rather than 
the tan colorings, and the introduction of perforations 
on the brogued lines is expressively smart. Contrasting 
pipings on the tip and quarter are cleverly fashioned. 
When this type of shoe is being bought from a line, it 
is imperative that a light and racy appearance be kept 
on the quarter line, as the dresses with their new 
feminine contours demand airy complements. 


Fashion impulse has not been affec- 
ted by the economic situation. Palm 
Beach proves this in its greatest 
season. A well-organized social sys- 
tem encourages expression in times 
like these. White is a symbol of high 
style this season and is universally 
worn. 
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White, used with a darker tone, becomes a high light 
in proportion. Hence the introduction of stream lines 
across the broadest part of the foot camouflages the 
widest part of the shoe. However, care should be used 
not to have horizontal lines on the vamp, as in C and 
D widths the shoes look very wide. 

The spectator sport shoes are simple in patterns but 
depend on the subtle complements and appliques of con- 
trasting finishes and colors. Wedge-shaped details style 
the foxing line and sharp pointed tips vie with the 
squared line. White oxfords trimmed in cocoa tones are 
smart with cocoa-colored lacing. 




















When men’s white 
shirtings are made in- 
to dresses and shorts 
for beach wear—look 
for an active sport 

season ahead. 
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E. O. Ray 


Watch Your Standards 


F your customers have been accustomed to certain 

lasts and certain qualities of shoemaking and 
certain balance of materials, don’t run the risk of 
losing a steady customer by changing the standards 
because of momentary stress. It is in conditions 
like the present that some businesses make their 
greatest push ahead by holding to the values and 
qualities that have made the business what it is. 

When a chain store group decides that now is the 
time for it to cash in on the prestige of the past, 
that chain is simply reaching for the dollar instead 
of another satisfied customer. 

One chain, for example, switches factories for a 
thirty-five cent advantage in buying costs so that 
it can make that much more money per pair. The 
shoes, in the future, that the public gets in that 
line of stores will not be up to the standard of the 
past and decline is inevitable. 

One of the real merchants of the country said this 
to us last week: “When I go into the market I say 
to myself, I am buying shoes not for my store but 
for the consumer. I must give the consumer what 
he wants and if I find that he is wanting it from 
year to year, it is my business to keep on serving 


Getting More Shoes Sold Right Jo 
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him and not to succumb to the temptation offered 
me by an organization with a different line, pleading 
“this is what you ought to have to really put your 
store on the map.” The bread and butter business 
of the store comes first and the appeal of the sales- 
man in these words, “I have just sold so and so up 
the street half a dozen cases of this hot one and you 
have got to have it in your line,” falls flat as an argu- 
ment for changing basic stocks of the store. 

First study your customer, then the shoe types 
needed for the service wanted and then buy accord- 
ingly. There is always a place for styleful and 
peppy numbers in the plus buying over and above 
the standard needs of the store. Men are more 
critical of values than women and are accordingly 
more appreciative of repeated size and fit that car- 
ries on the comfort of the first pair. 

Every store can go a distance on risky shoes in 
spring time but high novelties should not interfere 
with the steady, regular business of a thorough and 
well-balanced store. 


eh he 


A Belated Idea 


NE topic stepped out of the manufacturers’ 

convention into the highly theoretical field of 
imagination—E. A. Filene’s talk on “Making the 
World Safe for Pedestrians.” 

The fundamental idea back of it all was for the 
shoe industry to stand in back of a plan to have 
foot-paths built, paralleling the highways, so that 
he who would walk, might. Such a plan is about 
twenty years too late. 

The secretary of the National Automobile Cham- 
ber of Commerce some twenty years ago directed his 
industry toward the idea of selling the American 
public good roads. It was the paramount effort of 
that association for they knew that if the roads 
were there, the increase in the number of automobiles 
would automatically follow. Without adequate roads, 
the automobile industry would never have amounted 
to much. . 

We are seeing an example in- Germany of a foot- 
path movement on the part of the walking clubs. 
There are over 600,000 people, members of walking 
clubs in Germany. These “wander-vogel” prefer 
walking for exercise and health. In America, people 
prefer riding. They go places in automobiles and 
then walk. 

The plan, therefore, to make America path con- 
scious is so belated that it steps out of the realms 
of possibility except its local application as part of 
the scenic possibility for the vacationist; but for 
all that, it is a good idea. Walk and be healthy 
leads to walk and be happy. 
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Flexible Mark-U, Ps 


HE rule of six with its 40 per cent mark-up is 

a good target to shoot at but there are types 
of footwear in every store’s stock that must be sold 
to meet a price demand for the community. 

For that reason, we are seeing this season, the 
selection of lines of shoes that can be steppd up or 
down in mark-up according to the face value of the 
shoe as it comes into the back of the store. That’s 
where the science of merchandising really comes into 
play. The man-public is asking and expecting more 
value in an $8 line than they ever did before. 

The $8 price is a big factor in future retailing of 
men’s shoes. To hit that price, some stores must 
give value and style characteristics at a less mark- 
up, in hopes of profit made by volume. Other stores 
stepping their shoes up to an $8 price can get a little 
longer profit. 

The matter of mark-up is not made in the factory 
but in the merchant’s store as the shoes open up. 
The worth of the shoe as it appeals to the eye and 
foot of the customer is the test of its price. 


i et 
Fitting in “Up and Up” 
HE preponderance of orthopedic text in our 


issue of Jan. 25 has met with an overwhelming 
expression of interest on 


fact that foot ails reveal themselves most in spring 
time and our efforts to put on the printed page the 
modern fundamentals of foot fitting have certainly 
met with national response. 

One request was doubly interesting in that E. H. 
Britton of Mobile, Ala., writes: 

“We have a good many grandmothers that buy 
shoes from us. Many have feet that look very much 
like those illustrated by S. J. Brouwer. These 
modern grandmothers will sit up and look you in 
the face and tell you that they have been buying 
shoes for sixty years and still know what they ought 
to have. We would like to have a photograph of 
these feet to show the old ladies just what they have 
done.” 

Another comment from Bayard Daling, man- 
ager of the corrective fitting department of The 
Harper Shoe Company, Philadelphia, packs in a 
few words the new philosophy : 

“As pioneers in this corrective footwear game, we 
can readily see the good in these articles and be- 
cause of our experience in handling so many differ- 
ent foot conditions, we can apply the common sense, 
as well as the scientific principles involved in these 
discussions. It would be a most valuable collection if 
these articles could be published in book or pamphlet 
form, so that shoe men who are interested could 
have a source of information, which would be educa- 
tional, practical and scientific and which could be 
applied to their work. 

“Many of the medical and professional men of 

today, are discarding their 





the part of the merchants. 
The letters that have been 


previous ‘isms’ and are 
treating foot cases with 

















coming in, indicating co- 
operation with the idea of 
foot health week April 
20-26, indicate that the 
industry is indeed fitting 
consious. In fact, the 
steady growth and de- 
velopment of fitting makes 
it the one steady profit in- 
fluence in every store. 
When a person has 
troubled feet, he will pay 
the price. It is a known 
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—Good News— 


May we take this opportunity to 
compliment you on the general im- 
provement in the Recorder of recent 
months. We value it very highly. 
It helps us to know what other peo- 
ple are doing. It gives us many good 
ideas. It is most interesting just to 
read it as a magazine. Just renew 
and renew our subscription. 

J. J. BURNS, 
The Burns Company, Ltd. 
Oshawa, Ontario, Canada. 
*>- * * 

There never was a time when shoe men 
wanted to know more about “what's 
doing, why, where and when”—and the 
best source for such vital information is 
in the pages of the Boot and Shoe Re- 
corder. 


President. 








the proper mixture of 
common sense, as applied 
to the mechanics of foot 
and construction of shoes.” 





ARE YOU PLAN- 
NING to make your 
store a foot health 
center during NA- 
TION - WIDE 
FOOT HEALTH 
WEEK, APRIL 
20-26? 























EDWIN P. BROWN 


Chairman of the Board 


To Progress, 
BUILD 


For the Future 


official title—Boston’s first step-back skyscraper 

built by the United Shoe Machinery Corpora- 
tion to house, more economically, its somewhat scat- 
tered home offices—becomes the official business address 
of that organization this week. 

The corporation will occupy all floors from the fifth 
to the eleventh and a section of the fourth. The re- 
mainder of the twenty-four stories will be rented to 
others, principally shoe, leather and houses in service 
of supply to the industry. The actual structure is 
twenty-seven stories, not including the basement and 
sub-basement, the three top being machinery and equip- 
ment. 

In recognition of the completion and occupancy of 


()* HUNDRED FORTY Federal Street, its 
















New Home 
of United 
Shoe 
Machinery 
Corporation 
in Boston 





the new building the Boston Boot and Shoe Club 
will celebrate the opening of the new building 
with a banquet in honor of the officers of the 
United Shoe Machinery Corporation. Invita- 
tions for that dedication dinner have been ex- 
tended to the governor of Massachusetts and the mayor 
of the city of Boston, and general invitations to all mem- 
bers of the New England Shoe and Leather Association. 
The evening will be dedicated to emphasis on the signifi- 
cance of this new building as a centerpiece for shoes in 
the making. 

The building rises over every business structure in 
Massachusetts, except the Customs House Tower. It 
has 4,493,086 cubic feet of space on a lot facing Federal 
Street and High Street. If you like statistics, it contains 
250 carloads of brick, mostly gray-buff, which gives 
the outside its distinctive coloring. Steel, 5200 tons; 9 
miles of Belgian marble base (seen in all offices) ; 120 
carloads of partition tile and gypsum; 1300 windows; 
21 cars of Napoleon gray marble for main entrance and 
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SIDNEY W. WINSLOW, JR. 
President 






lobby finish; 100 cars of terra 
cotta tile ; 15,000 yards of con- 
crete ; 80 miles of electric con- 












ALBERT W. TODD 


General Manage 












mented ceilings are gold-leafed. 
Large ornamental lanterns give 
entire 


a gentle glow to the 








duit ; 60 miles of bell and 240 
of lighting wire; 30,000 cubic 











scene. The sheer surface of the 
marble walls is broken here 
and there by bronze-trimmed 








yards of excavation; l5carsof W@ 
floor covering ; 302,000 square 

feet of floor finish; 100,000 
yards of plastering, and that 
isn’t the half of it. Three carloads of brass pipe and an 
equal quantity of sheet copper. 

There are eleven zones in the heating system, each of 
which can be controlled separately from the engineer’s 
office, as temperature and sun conditions may require. 

There are ten passenger elevators and a service ele- 
vator in the new building, all of the Otis type, with 
signal control. Their operation is entirely automatic. 
Passengers announce the floor at which they wish to 
alight and the operator pushes buttons designating the 
floors desired by all passengers before the car starts. 

The windows are large and the lower section of each 
is Vita-glass, which permits the penetration of the 
ultra-violet rays or the health-giving rays of the sun. 
As the upper half of the windows is usually partly 
shaded by the Venetian blinds, conventional clear plate 
glass only is used. The main entrances to the building 
are at 140 Federal Street and 50 High Street. The 
vestibules are two stories high and open into the spa- 
cious entrance corridors. Rising 16 feet on either side, 
the walls are of Napoleon-gray marble, while the orna- 
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floor is of travertine 


MOSES B. KAVEN 


Chairman, Building Committee 


The necessity of more eco- 
nomically centralizing the 
main offices of the United Shoe Machinery Corporation 
and its subsidiaries for the benefit of its customers, stock- 
holders and employees has become more evident during 
the past few years. It is an interesting fact that, not- 
withstanding that the Corporation’s service has girdled 
the globe, its three Boston locations, since it was founded 
in 1899, have all been within a half-mile radius, with the 
junction of Summer and High Streets as a center. 
The executive offices are on the eleventh floor of the 
new building and here also is the Directors’ Room. 
Opening from either end of this room are the offices of 
Edwin P. Brown, Chairman of the Board; and S. W. 
Winslow, Jr., President. Near by are the offices of the 
vice-presidents—Moses B. Kaven, who is chairman of 
the building committee; Charles G. Bancroft, John H. 
Connor, William R. Sampson and Harold G. Donham. 
The office of the other vice-president, Nelson W. 
Howard, adjoins the Patent Department on the tenth 
floor. On the eleventh floor are also located the offices 
of Treasurer H. E. Abbey and the law department. 
[TURN TO PAGE 77, PLEASE] 
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How a Buffalo Store Uses This Department to Build Good- 


RE you making a substantial, worth while 

A profit through the selling of findings in 

your store or department? Are you stock- 

ing and merchandising those many items that make 

for foot comfort with the same businesslike effi- 
ciency you employ in merchandising shoes ? 

Many shoe men, we believe, overlook the fact 
that in their findings department there is the source 
of many an actual shoe sale, in addition to the 
fact that this department can be the means of 
making for Mr. Shoe Dealer a nice, tidy sum of 
money day after day. 

In Buffalo there is a department store that is 
located almost two miles from the main shopping 
center of the city. This three-story, modern struc- 
ture houses on the ground floor one of the largest 
and most attractive shoe departments in western 
New York. With the exception of the buyer, 
William Schneider, all employees are young women 
who have the specific training not only to wait 
upon the ordinary regular shoe customer, but also 
to handle successfully the most obstinate foot case. 

Erion’s shoe department is exclusive. It is con- 
nected, however, with the rest of the store by a 
large arch that leads one directly into the center 
of the main portion of the ground floor. 

Now just as Mr. or Mrs. Customer enters the 
shoe section, if he or she is at all inquisitive—and 
what customer isn’t?—the customer sees the find- 
ings display to the immediate right. This little 
display consists of a sizable wall case, plus an 
attractive “foot correction” display that sits, ready 
for business, atop an orderly desk that serves many 
an Erion shoe department purpose. All findings are 
“under glass” making the merchandise present itself 
in 100 per cent fashion thus affording it easily 
purchasable by its. ready visibility and availability. 

“We carry quite a large stock of findings and 
know that these are the two real reasons why we 
turn over this stock eight to nine times a year,” 
explains Mr. Schneider. 

“First, there is the having of a large, complete 
stock and the putting it in plain sight so that it is 
impossible for anyone to miss seeing it. And 
second, there is the reminding of each and every 
shoe customer that we have this merchandise. 

“Many findings sales work out this way. A 
woman, for instance, buys a pair of shoes. Maybe 
two pair. While she is waiting for the merchan- 


Making a Findings 





Will, Sell More Shoes and 


Earn an Extra Profit 


dise to be wrapped up, and standing directly in 
front of the findings display, the girl who has 
waited on her will, in a nice matter-of-fact manner, 
call her attention to some particular findings article 
that she thinks would interest the customer. The 
item may be a polish, a pair of shoe strings; or it 
may be a fancy buckle, or some foot powder, or 
shoe paste, or any one of a score or more items. 

“Invariably the customer buys something. But 
the chances are very good that she wouldn’t buy, 
or buy as much as she does, if findings weren’t 
called to her attention by the salesgirl herself. A 
good, well-located display makes sales it is true 
but there is nothing like intelligent suggestions 
made by a selling personnel! It’s the reminding 
of people of specific items for specific uses that 
sells eight customers out of ten.” 


RION’S sell more shoe-laces than any five 
shoe stores in its neighborhood. We asked 
why? 

“It’s mighty hard to put a finger on the reason 
for our large shoe-lace business,” Mr. Schneider 
replied. “But I can’t help but think it’s due to our 
reminding our customers that shoe-laces are good 
things to have handy for emergency purposes. 
Then, too, we keep a large stock on hand and give 
them a most prominent spot in our wall-case.” 

But the three real Erion findings leaders are 
white dressing, shoe paste and foot remedies. 
The kind of suggestion that we’ve already men- 
tioned brings about the sale of these items. Then 
there is another Erion method of suggesting, of 
“reminding” customers. 

Mrs. B. enters the department. She asks for a 
pair of shoes. She states in the same breath that 
there’s something wrong with her feet. The sales- 
girl sits Mrs. B. down, carefully takes off her shoe, 
and commences in earnest the job of satisfying 
this woman. A bad corn is Mrs. B.’s trouble. 
The salesgirl goes to the front part of the depart- 
ment, selects a plaster from the stock, hands it to 
the woman and tells her how to adjust it. If the 
woman prefers immediate relief, as is the case 
with most customers, the salesgirl sees to the actual 
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adjusting of the plaster. Relieved, Mrs. B. is in 
a better mood for a shoe fitting. 

There is no charge for such service. The plaster 
is free to the woman. Mrs. B. marvels at Erion 
service and buys a package of plasters. She is 
satisfied, her corn feels better and she is better 
sold on Erion’s and their service. 


= HE findings department of our shoe section 
is certainly a profitable one,’ says Mr. 
Schneider. “It is profitable because we keep it 
alive. We ‘sell’ it as strongly and as intelligently 
as we sell the shoe section proper. 
“There is a big demand for findings merchandise. 
But that demand must be created by the merchant 
himself. Findings business lies dormant. It must 
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be awakened by a manager or buyer who is him- 
self awake to the real potentialities of findings. 

“And it is the same with foot ‘medicine.’ Nine 
out of ten who enter our department—speaking 
now of new customers—have something wrong 
with their feet. It is the duty of the merchant 
himself or the buyer and his assistants to not only 
have the knowledge necessary to correct minor foot 
trouble, but also to remind the customer that such 
correction is a necessity. If foot trouble is not 
corrected, fine salesmanship of fine shoes goes for 
naught. The customer is still ‘bothered’ with his 
or her feet. He hasn’t a high opinion of his shoe 
purchases, nor a good thought for the stores 
wherein he made his purchases. There are too 
many mere “passers out” of shoes. 


© SELLABLE 

| FINDINGS 

© FOR SPRING 

. Shoe Polish 

: Shoe Trees 

3 Foot Appliances 
) Heel Pads 


> Shoe Dressings 


) Polish Kits 


a 


| Rubber Heels 


Polishing Cloth 


iShoe Laces 
| Liquid Polish 


45 








= 
aa 


a 


eT, 
tae Si 


RR ae: 





Can a cash store undersell a credit store? 


HE twenty-eighth of the month 
was always a bad day for Jim 
Bowman. That day he devoted to 
looking over his customers’ accounts, sep- 
arating the sheep from the goats. The 
heart breaking part of it was that he 
never failed to find a half dozen or so to 
throw out as worthless. 

These bad accounts worried him and 
he often told his son Charley of the 
“good old days” when his best friend 
couldn’t walk out with a pair of shoes 
until he laid the cold cash on the counter. 

“But Dad,” Charley reminded him one 
day, “don’t forget that credit is a service 
customers demand today. It’s a habit 
now just as cash was a habit then.” 

“All right, then let them pay for it!” 
answered his father. “If I had my way 
we'd go back to the cash basis now. If, 
as you claim; that isn’t possible, then I’m 
in favor of having two prices, one for 
cash and one for credit. The cash cus- 
tomers should not be penalized for these 
bad accounts.” 

Charley was at a loss for 
an answer to that. He had 


—" 


read somewhere that out of the 1,300,000 
retail outlets in the country, at least 
1,000,000 of them grant credit in some 
form. Therefore it seemed plain to him 
that there must be some good reason for 
such a widespread practice. 

So he started a little survey of his own 
among the merchants of his town. He 
visited the cash stores first and found 
they had many arguments to justify their 
policy. All had the motto, “Pay Cash; 
Pay Less” in some form or other. 


HEY claimed it was very plain that 

they could undersell the credit stores 
because they have less bookkeeping ex- 
pense and no credit losses for their cus- 
tomers to pay. They argued that the cash 
customer does less complaining. Having 
already paid for the goods he does not use 
his unpaid account as a club to get an 
undeserved adjustment. 

In giving credit, so the cash stores 
brought out, a merchant is really lend- 
ing the customer money and receiving 
nothing in return for that bank- 
ing service—nothing except abuse 
from the complainers. The dead 
beats rejoice every time a new 
credit store opens in town. They 
are experts at opening accounts. 

The cash store owners laughed 
at the theory that a store “owns” 
its credit customers, pointing out 


6 


Does the credit store 
really render a banking 
service for which it re- 
ceives nothing but com- 
plaints and bad debts in 
return? Does it attract 
slow pay people? 
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Cash stores claim they save money through lower bookkeeping expense, elimination of 
carrying costs and avoidance of losses caused by “dead beats.” They say they can sell for 
less and thus attract customers through lower prices. 

Credit stores claim charge accounts attract extra business and that the increased volume 
more than offsets the added expense. They say that charge accounts bind customers to 
a store and encourage them to buy more and better merchandise. 


Which is right? Read Murray French’s article and then answer for yourself. 


that those who use credit at all usually 
have accounts with all the other credit 
stores too. Satisfaction with the mer- 
chandise is what brings customers back, 
not charge accounts. 

They claimed that credit often drives 
customers away, for if a person’s account 
has become a little overdue she is ashamed 
to go into the store that she owes. She 
spends her ready cash elsewhere, letting 
her account drag along. Even when she 
has paid up this slow account she still 
avoids the store that accommodated her. 
She is afraid to ask for more credit for 
fear she will be embarrassed by a refusal. 
She doesn’t like to pay cash where she 
has once charged things because the clerks 
will know there is something wrong with 
her credit. So she simply trades some- 
where else. 


HE cash customer does not have that 
“send it on approval and call for it 
tomorrow” mania. Many charge cus- 
tomers’ accounts are all cluttered 

up with exchanges and returns, 
making a triple selling cost in- 
stead of a single one. People are 
getting worse at that every year. 
Charge accounts are spoiling 
them. Cash customers are less 
given to the habit of exchanging 


Or does 


it establish a 
bond which draws cus- 
tomers closer, and en- 


things than are most charge customers. 

The installment houses, according to 
the cash stores, persuade a man to sew 
up his entire income for a long period, 
and if sickness or financial reverses come, 
they may strip him of everything. They 
kill all sense of thrift and encourage him 
to buy more expensive things than he can 
afford. 


HE cash customer knows his pocket- 
book. He reads the ads more carefully, 
knows what he can buy and therefore 
buys more quickly. The charge customer 
shops all around and has goods sent out 
on approval from all the stores. Some- 
times she keeps some of it, sometimes not. 
Everyone knows that a considerable 
number of stores go to the wall every 
year primarily because of unwise grant: 
ing of credit. 

The cash store knows every night just 
how it stands. Its banker never makes a 
wry face at that dubious item, 
accounts receivable. It gets its 
money for today’s sales today, 

[TURN TO PAGE 84, PLEASE] 
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courages them to buy all 

their shoes from one 

store instead of “shop- 
ping around”? 
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NEW COLORS 
GAINING FAVOR 


HILDA RAU 
Style Service Director, 


for SPRING 


Robert H. Foerderer, Inc. 


The most fascinating work for young 
women is the comparative recent develop- 
ment of fashion advisors to industry— 
the Joint Styles Conference of the Allied 
Shoe and Leather Industries having 
brought the work of these young ladies 
into the spotlight. 

It gives us real pleasure to extend to 
Miss Hilda Rau the opportunity of “say- 
ing her say” in shoe styles in advance of 
fashion selection by American women of 
their footwear for spring. Miss Rau has 
contributed her opinion to the color con- 
ferences for some time past. 

—EpTor’s Norte. 


paramount importance, in the opinion of Miss 
~ Hilda Rau, style service director for Robert H. 
Foerderer, Inc. “Blues in costumes here and abroad are 
steadily increasing in fashion significance,” observes 
Miss Rau, “and they are bringing in their wake a 
renewed interest in the blue shoe. Navy shoes did not 
sell well last fall. Quite naturally, for blue is distinctly 
a spring, not a fall color. With the neutral topcoat of 
black or brown which the woman of average means fea- 
tures in the winter, a blue shoe is out of the question. 
Yet strangely enough, a good many retailers purchase 
blue shoes regardless. There is every indication that 
from now on the blue shoe will be much in demand. 
“Brown shoes too give promise of continued volume 
far beyond the early spring, as a color accent to a neutral 
costume. As a note of contrast to the green outfit, the 
brown shoe is a happy solution particularly this season. 
“The black shoe will unquestionably continue its ever 
present importance. Many prints are being shown 
with a black background with which only black shoes 
can be properly worn. 
“The neutral beige will logically still be the choice of 


A the moment the revival of the blue shoe is of 


the conservative dresser, for whom a versatile shoe 
which straddles several costume colors is a definite 
necessity. The green shoe too will be in the fashion 
picture, but will keep in its place behind the blues. 

“From a very early dash to the south, I venture to 
stress white and some off-white shoes as important for 
the coming summer and for resort wear. For the high 
grade clientele, pastel trimmed shoes and some all over 
pastels will also be in demand. In this catagory, the 
new French water green merits close watching. 

“Above all this year, it is a God-send to all retailers 
that the new silhouette has made new clothes imperative. 
The old lines simply won’t do in the light of the new 
fashions. Since new clothes are the order of the day, 
new shoes must be purchased to complete the ensemble. 
All of which points to a favorable spring season for 
the shoe retailer.” 


| IFE itself is just one thing after another—perhaps 

*~ careers are just as haphazard. Miss Rau acknowl- 
edges that there was no underlying purpose in the way 
hers started. 

“Walking home from my college graduation exercises,” 
she says, “I saw a sign that said ‘Join the Navy and 
See the World.’ Having a ‘yen’ for traveling, I joined 
the Navy. The war was on, however, so I only saw the 
inside of the office of the cable censor: I made so 
many mistakes in decoding, they suspected me of being 
a spy! So much for the higher education of women. 

“Later on I wandered to Europe and brought back an 
American agency for French silk stockings. Develop- 
ing this enterprise was lots of fun and fairly lucrative. 
Soon afterward I became advertising manager for Jay 
Thorpe. 

“From there five years ago, I became style service 
director for Robert H. Foerderer, Inc., and here I am— 
ready to do my part in footwear fashion.” 
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NEON TUBE... 


Brilliant Neon tube com- 
bined with raised glass 
letters for day and night 


Draw the Trade 


Without a prestige-building sign 
of both day-and-night attraction, the 
most up-to-date of stores will fail to 
attract the trade it should command. 


But whether you plan to speed up 
business now or later, a talk with a 
trained Flexlume representative en- 
tails no obligation. A specialist in 
electrical advertising—with the back- 
ing of the largest plant in the world 
devoted exclusively to electric sign 
manufacture, and one million dollar 
financial responsibility — his ideas 
may be to your advantage. 


Write today, asking for complete 
details and color sketch of a distinc- 
tive electric to fit your exact needs and 
requirements. No obligation. Ad- 
dress FLEXLUME CorPORATION, 3041 
Military Road, Buffalo, N. Y. 


Factories at Buffalo, N. Y. 
and Toronto, Can. 
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RAISED GLASS LETTER . . . 
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Flexlume sales and service offices 
are located in the principal cities 
of United States and Canada 
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ARCH FORM .. . . For dress wear 
Super-Flex (Cement) Process . . . $10.00 
Littleway Process. . . . . . =. 8.50 
ARCH FORM .. . For general wear 
Flexible Shank Welts .... . . $10.00 
Firm Shank Welts ....... . 850 


hale ad 








OST shoe retailers know the booklet on foot 
health issued by the largest life insurance 
company in the U. S. One of the familiar illustra- 
tion shows a woman leaning forward like the 
Tower of Pisa due to the forward thrust of high- 
heeled shoes. 


Arch Form has forever destroyed the value of 
this once pertinent criticism of high heels. For 
thanks to the Arch Form “Shock Absorber” heel 
seat the high-heeled female of the species may 


THOMAS G. PLANT 
BOSTON, MASS. - + - INSTOCK 


Chicago Sales Office: 209 South State Street 
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now stand fully as erect as the flat-heeled male. 


Here’s how it works. In the ordinary high heel 
shoe the woman’s weight is thrown forward and 
serious strain is put on leg and back muscles. 


In the Arch Form, however, the “Shock Absorber” 
cushion, located in the heel seat and made of soft, 
live rubber depresses gently under pressure until 
the whole foot is in position to carry the body 
erect and naturally. By locking the heel, gently 
and firmly in position, the “Shock Absorber” 
cushion also prevents the foot from slipping for- 
ward; eliminating pinching and crowding of toes. 


Combined with the “Shock Absorber” cushion 
are the accepted features of proper support at the 
main arch and the metatarsal rise — all synchroniz- 
ing perfectly to bring wearers the utmost in foot 
comfort. 


If you have not already seen this amazing shoe, by 
all means wire or write us now and be ready to cash 
in on its exclusive features this Spring of 1930. 


CORPORATION 
CENTERS: BOSTON - ATLANTA 


New York Sales Office: 908-910-912 Marbridge Building 
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CASTLE, Retail $10 




























DIANA, 
Retail $8.50 














The thumb points to the famous “Shock Absorber” 
cushion heel seat in all Arch Form footwear, which 
permits low heel comfort in high style shoes. 




















INCE no other fabric has the combina- 

tion of qualities found in pure silk, 
it is not surprising that silk has always 
been known as the ideal material for 
shoe laces. 


Lightness combined with extreme strength 
—fine lustrous surface in combination 
with durability—unbelievable elasticity— 
these are the essentials of shoe laces. 


Pure silk laces, preferably Schaeffer, be- 
cause no lace marked Schaeffer contains 
anything but pure silk, are the natural 
choice of the merchant who takes pride 
in selling finer things as well as of the 
merchant who considers economy and 
service an important part of his selling 
creed. 


Your jobber has Schaeffer laces in all 
styles and colors—or he will quickly get 
them for you. 


SCHAEFFER & COMPANY 
222 Cedar Street, Reading, Pa. 








Earn Extra Profits 
by featuring 


‘BUICK'S’ 


Graceful 


MESH BOWS 





Formerly a $3.50 per pair retailer, the increased de- 
mand resulting in increased production makes it possible 
for Buick to offer this fast selling, graceful mesh bow 
at the height of its popularity at an unusually low price. 


50 


Copper Colored and Dark Silver, 65c. per pair. 


For Natural 
Steel Color 


Per 
Pair 





Buick’s graceful mesh bows give a touch of smartness 
to opera pumps that should lead to many profitable 
sales and satisfied customers. 


Charles A. Buick, Inc. 
310 Fulton St., Brooklyn, N.Y. 


Phone Main 0940 ~ 
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@ ANN ELISE WELTS © ANN ELISE WELTS © ANN ELISE WELTS © ANN ELISE WELTS @ ANN ELISE WELTS © 


© ANN ELISE WELTS @ ANN ELISE WELTS 


ANN ELISE WELTS 


ANN ELISE WELTS © 


© 


ANN ELISE WELTS @ ANN ELISE WELTS 





The Best-Fitting Welt Shoe 
on the Market — Now in Stoek! 


Every number of the new Ann Elise line of fine welts fits like a 
sample size in every size and width—because Ann Elise welts are 
made 100% by the new Coordinated Lasts and Patterns system. 


Plenty of style, plenty of quality, and plenty of shoe value for your 
customers. Selling in the popular price range, from $5 to $8, Ann 
Elise welts have more style, more quality materials and more down- 
right good workmanship than welt lines selling for the same or even 
higher prices. 

No. I-1134, illustrated below, is the latest Ann Elise model for 
Spring. Other new in-stock numbers are now in production and 
will be presented soon. Send for the new catalog of Spring styles, 
or write—wire—telephone, at our expense, for information on our 
new “dating” plan for case-lot factory orders. Address nearest 
office. 


Write for our Agency Plan and new catalog. 








No. Wi606—Biack Kid Four Eyelet Tie, 
Wellesley Last, 14/8 Leather 
A 


: Be id t Buckle One- Heel. In stock Auburn AA, ° 

_ a gy mend 16/8 ‘une IN-STOCK B, C. Dieseeeeeeeeeeeeees $3.35 

Louis Heel. In stock Aubure . oe = Fl = 

AGA. GA, A. DB. C..cocses $3.85 St. Louis—Auburn Heel. In stock Auburn AA, A, 

. 1-1234—Same in Patent Leather. P ad stock ae —.. C, Durscecsccccsccccees $3.35 

Auburn AAA, AA, A, B, $3.85 o. Pi ame as W1608 only on Pied- 

mont Last. In_ stock St. Louis 

No. K2634—Mode A. + _ + with = My “Gar We GB Diccaccccesd $3.35 
Covere uban Heel. In stoc No. P4908—S. W41908 Pied 

Auburn about February 20th, - Last, 4 stock oe Leet Mey 

AAA, AA, A, B, C......66- 3.85 yy eeneeeaee $3.85 


AULT-SHACKFORD 
SHOE COMPANY 
ST. eee 7 — 12th St. ~ ge oy —_— 
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NRSO“pyTHOw 


Establishes The Highest Peak of Accomplishment 


A “pullover” sample 
will convince you that 
other hit with the big TARSO PYTHON will 


buyers, as proved by sell shoes on sight. 


their many rush Made in BEIGE and 
orders f or LIGHT BROWN—also 
TARSO PYTHON. BLACK and WHITE. 


Essex has scored an- 


_ 
. <= "4 
: = 


B24 3 
oy ots 4 


I 


> ; a 
a Fe e733 <4. 


ce 


‘SLOP RAEN SORE I 
PEABODY, MASS. 
IN CHROME CALFSKIN ATAU ROAR 
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Introducing — 


UTLEYS 


ARCH- URE -FOQOT 
HEALTH SHOES 


Made in Milwaukee 


UTLEYS * sgt ie ot Comin: calla UM AS 


ARCH SUPPORT shoes 


) SUPEPFINE to retail at $5 and $6 ARCH -URF- FOOT 
BANDAGE Ua Ye §-UTLEY'S Hl LALTH \ HOES 


URES ARE 
ARE DESIGNED FOR) (etsind @ ESPECIALLY STYLED 


CONSERVATIV 
WELL DRESSED . FOR YOUNG MEN 


MEN A 
To Rete 


~ 
b but the right proposition FOR 
YOU—on an Agency Basis. A 


wide range of styles carried in 





























































stock—in all widths and sizes. 






SALESMEN, WITH FOLLOWING, WANTED FOR: 


New Jersey, Delaware and Maryland, Virginia and W. 
Virginia, Georgia and Florida, Mississippi and Alabama, 
Kentucky and Tennessee. 


Give references and full particulars in first letter—other- 
wise application will not receive prompt attention. 


Harsh & Chesline Shoo Co. 


NORTHWESTERN DEPARTMENT CRADCOCK TERRY CO. 


MILWAUKEE 


ns en 
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TO RETAIL’3-"4€°95 © 


For the first time - - 


the Eby Shoe Company presents to the merchant these six new patterns repre- 
sentative of a fine line of in-stock shoes for misses and growing girls. 


The illustrations speak convincingly of the styling of this line. Only the shoes 
themselves can adequately express their unusual value. We can, however, give 
some facts which explain why Eby Shoes invariably strike buyers as being 


priced well below their rightful grade. 








6523—Patent Chrome One Strap, 
Black Lizard Strap, Gun 
Trim, Bend Sole, 9/8 Leather 
Heel, Goodyear Welt, Sizes 
2¥%-8, B, C, D. 
6423—Same in Misses’ Natural 
Tread Last, Rubber Heel, 
Sizes 11%-2, B, C, D. 
6323—Same in  Child’s, Natural 
Tread Last, Rubber Wedge 
Heel, Sizes 8%4-11, C, D. 
IN STOCK NOW 
> 


5518—Chrome Patent Side Buckle 
One Strap, Black Lizard 
Strap, Bend Sole, 12/8 Heel, 
Rubber Top, McKay, 2'%-8, 


‘« ae 
5418—Same in Misses’, Nature 
Tread Last, Rubber Heel, 
Sizes 11%4-2, C. D. 
5318—Same in Child’s, Natural 
Tread Last, Rubber Wedge 
Heel, Sizes 844-11, D. 


IN STOCK NOW 


BOSTON OFFICE 
511 STATLER BLD. 
NEW YORK OFFICE 

631 MARBRIDGE BLD. 































Our factory location, while making 
possible fast transportation and 
communication, enables us to op- 
erate at a very low overhead. Labor 
supply is ample and ideal for shoe 
manufacturing, again reducing 
costs. 


Behind Eby Shoes is an able and 
long experienced organization 
whose efforts are devoted to pro- 
ducing the highest possible value 
in the Eby line, and making a cer- 
tainty of dependability in quality 
and service. 

These brief facts unmistakably 
point to liberal mark-ups and 
higher turnover for the merchant. 
We will welcome the opportunity 
to further explain why and how the 
Eby Shoe Company can serve you 
better with misses’ and growing 
girls’ shoes to retail at three, four 
and five dollars. 


SEND FOR SAMPLES AND 
QUOTATIONS 





(STOCK DEPARTMENT: KIDDY SHOE SERVICE, INC.) 


SHOE COMPANY : INC. 


LITITZ - PENNA- 
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— 


SMART AND 
GRACEFUL LINES 


are one of the outstanding 
characteristics of these four 
sport shoes. This, with the 
unusual value they repre- 
sent, make them attractive 
to girls—and profitable to 
our customers. 


No. 5571 


r—Sae Smoked Elk Sport,- Log Cabin, Elk 
Trim, Beige Krinkle Sole, McKay, Sizes 
2%-8, C, 

5471—Same in 11y- a ¢. @ 


5572—Suntan Sport, Suntan Lizard Trim, Beige 
Krinkle Sole, McKay, Sizes 214-8, é, D 


5573—White Elk Sport, Imitation Apron, 1.2 
Krinkle Sole, McKay, Sizes 214-8, C, D. 


IN STOCK NOW 





No. 7571 


7571—Light Smoked Elk Sport, Dark Smoked 
Elk T Trim, Kiltie Tongue, White Krinkle 
ass Block aan Goodyear Welt, A 3%-8 

» C248. 

On in Sunbei e Elk, Coffee Elk Trim, 
Beige Krinkle Sole. 

7573—Same in All White Elk, White Welting, 
White Krinkle Sole. 


IN STOCK NOW 





No. 3581 


3581—Dark Smoke Elk Sport, Log Cabin, Saddle 
7. Tangue, Crepe Sole, McKay, Sizes 
2” . 


3481—Same in 11%-2, D. 

3582—Suntan Sport, Suntan Lizard Saddle and 
Tongue, Beige Krinkle Sole, McKay, Sizes 
2%-8, C, D. 

3583—Dark Smoke Sport, Almora Elk Saddle a4 
Fas a Crepe Sole, McKay, Sizes 2%-8 


3584—Roseblush Elk _~ Brown. Elk Tongue. 
Whole Quarter rforated, Jmpitation ip, 
Crepe Sole, McKay, Sizes 2%8 

3484—Same in 11%-2, D. 


ae ht Smoke Elk Sport, Brown Elk Tongue, 
Whole Quertes Perforated, {mitatios be 
Crepe Sole, McKay, Sizes 2y- 8, 


IN STOCK NOW 


No. 6571 


6571—Light Smoked Elk Sport, Dark Smoked 
Trim, White Krinkle Sole, Block Heel, 
Goodyear Welt, A 3%-8, B 3-8, C 2%4-8. 

6471—Same in 11%-2, B, C, D. 

6572—Same in Suntan Elk, Log Cabin Pear 
Beige Krinkle Sole, A3%8, B 3-8, C2%4-8 

6472—Same in Misses’ in 11%-2, B, C, D. 


5 6573—Same in White Elk, White Weltin "g White 
Q Krinkle Sole, A 3%-8, B 3-8, C2%-8 


6473—Same in 11%-2, B, C, D. 


} 6574—Same in Roseblush Elk, Woy ein, Beige 
: Krinkle Sole, A 3%-8, B 3-8, C2%4-8 


6575—Same in White Elk, joo Kip ora’ White 
Krinkle Sole, A 3%-8, B 3-8, C2%4-8 


IN STOCK NOW 
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No. 5571 


















No. 6571 
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“FRONT, BOY! 
1s an easily obeyed 





command when shoes 
are light and comfortable 





7 HE best tip I ever got,” says 

the hotel bellboy, ‘‘was the tip 

to wear light, comfortable shoes.” 

And so say other shoe-wearers who 

are compelled to be on their feet a 
good part of the working day. 

So saying, these shoe-wearers shop 





for shoes that are comfortable from 
the very first step. They are your 
customers—if you sell shoes that are 
really friendly to feet. You do just 
this when you sell shoes that are 
cork-comforted. Yes, even the pain- 
ful breaking-in period is banished 
when shoes are equipped with Arm- 
strong’s Cork Box Toes and Cork 








Counters. 


: : 

Of course they’re light and com- Armstrong’s Cork Box Toes and 

p . ” : Counters give heel-and-toe com- 

fortable. And they permit no blister , fort to the broad-toe as well as 
the narrow-toe shoe. 





ing or chafing. For the modern cork- 
features assure that shoe resiliency 
so necessary for foot comfort. Style- we suggest you send for sample 
lines, too, are protected by these pairs of shoes in two or more styles. 
strong, durable cork box toes and You see, the cork box toes are just 
counters. There’s no extra cost, as as satisfactory for broad toes as they ARMSTRONG CORK 
shoe manufacturers will quickly tell are for narrow toes. Test these shoes. COMPANY 
you. Feel them. Wear them. Find out Specialties Division Lancaster, Pa. 
If you like, we'll send you a list why these modern-equipped shoes Boston, Mass........+... 197 South St. 
Milwaukee, Wis.....811 Majestic Bldg. 


of these manufacturers who equip will bring repeat orders from every Cincinnati, O...... ++. 1017 Broadway 
. St. Louis, Mo 


their shoes with Armstrong’s Cork class of customer who visits your 11 Brant St. 
. : nh, 1001 McGill Bldg. 
Box Toes and Cork Cornters. Then, store. We are at your service. 


ARMSTRONGS CORK 
BOX TOES and COUNTERS 
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(( ae ( shies S50 


Is the big afternoon and street shoe 


colour for summer— light enough to 


ih MG ii rest 


contrast with sunburn stockings, dark 
enough to wear on city streets, neutral 


enough to wear with any costume colour. 








, Lhe New Crstle ool ler C., Ge. 


clamples by request to , 1702 - 100 Gold Street, (New York 
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Seti children’s shoes that combine the 
features which mothers demand — comfort, con- ? 


venience, fit—shoes with Lacing Hooks. 
When you order 


@, Fast. Color, Common, and Rhodite Lacing _ specify 

visible eyelets 
Hooks are perfectly shaped and have no sharp and lacing hooks 
edges to cut or fray the laces . . . The finish is 


smooth, lustrous, and durable, and matches the 
visible eyelets of the shoe. 





TUBULAR RIVET AND STUD COMPANY 
UNITED SHOE MACHINERY CORPORATION, Selling Agents, 205 LINCOLN STREET, BOSTON A 


-~ 
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“The most satisfactory medium 






priced arch line we ever had the 























pleasure of selling... 





This merchant also said: 
ARCH SAVER 


WOMEN’S ARCH SUPPORT WELTS 


“We have customers who come 25 miles to 
buy Martha Washington turns.” 


IT PAYS 


: —— to concentrate on our three lines, for gain- 
No. 6013—Patent Leather Four Eyelet Tie, Mat Kid 


trim, Lecther Weel, Boulevard Lest, AAd-D. ing the three objectives of successful mer- 


$3. 
No. 6014—Black Kid, Patent Leather Trim, as pictured, 
Plaza Last, Covered Heel, AAA-D. $3.75 
No. 6702—Dark Brown Kid (Spanish Brown), Sorrel 
Brown Kid Trim, as pictured, Plaza Last, 
Covered Heel, AAA-D. . 
No. 6703—Patent Leather, Lizard Trim, as _ pictured, 
Plaza Last, Covered Heel, AAA-D. $3.60 














chandising, sales volume, rapid turnover 
YOUTHFUL VOGUE 


and profit. ARCH SAVER 


MODISH MISSES WELTS 
Because 


—they fit 
—they are styled right 
—they are priced right 
—they are made right 
—they sell 





Welts and Turns 
to retail at $5.00 and $6.00 Aen GAteR. 


WOMEN'S TURNS 





No. 6029—Black Kid Center Strap, Patent Trim, Covered 
Heel, Plaza Last, AAA-D. 3.60 
No. 6027—Patent, as pictured, Boulevard Last, Leather 


Heel, AAA-D. 
No. 6028—Brown Kid (Sorrel Brown), Lizard Trim, as ” a ‘ 
ctured, Boulevard Last, AAA-D $3.85 - ~ “ . 


pi 85 
No. 6580—Black Kid, Mat Kid Trim, as pionwed, 
a0 


Boulevard Last, Leather Heel, AAA-D.  $: MILWAUKEE WIS( SONSIN 
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Cartons Sell Shoes 


REENSBORO, N. C.—Just a 

short while ago, Dan Hooker 
moved into a new store, and as we were 
surveying the pleasing appearance his 
store presents on account of its uni- 
form arrangement, Mr. Hooker had this 
to say about shoe cartons. 

“Pack shoes in a pretty box and a 
woman will be proud to carry it from 
the store, instead of having it delivered. 
If the box is strong, as well as attrac- 
tive, she will keep them in the box, in- 
stead of throwing them into the closet 
or under the bed. If a carton is so at- 
tractive that a woman keeps it and uses 
it for any of one hundred and one pur- 
poses, then next time she thinks of 
buying shoes, she is reminded of our 
name, through the printing on the box. 

“We find it a good plan to insist that 
all shoes of gold, silver or metal cloth 
should be packed in boxes that are free 
from acid. Usually those boxes lined 
with black paper are best. It is well 
known that if there is any acid in the 
paper of the box, it will tarnish the 
shoes the same as the acid in an egg 
tarnishes a silver spoon. 

“Here’s an idea we got from a neigh- 
bor in the underwear trade. We repack 
all of our white shoes with light blue 
tissue paper. This makes the white 
shoes look extra white and adds very 
much to the attractiveness when the 
shoes are displayed. 

“These extra high heeled shoes that 
are coming in should have cartons wide 
enough to accommodate the heels. 


Sometimes the shoes are jammed in 
boxes and there are instances where 






HARRY R. TERHUNE 


Field Editor 
the boxes have cracked under the 
strain. That, of course, means extra 


work when they get in the store as we 
have to re-box them.” 


* * * 


Less Overhead; More 
Profit 


REENSBORO, N. C.—There 

seems to be a general feeling that 
the most promising way of earning 
more bankable net profits this year is 
through reducing the overhead. Rob- 
ert A. Sills has worked out two ideas 
that may give someone else a thought 
along this line. The selling cost has 
been cut through having a first class 
shoe man work from 1 to 6 p.m., then 
he is on a straight commission basis. 
As this man is also a radio expert and 
works at his other job mornings and 
evenings, this arrangement works out 
fine for all concerned. 

Turning the basement into a reduced 
price sales room proved to be a good 
move. Discontinued shoes, together 
with a few sweeteners, arranged on 
racks according to sizes, move many 
shoes that ordinarily would have been 
junked. Odd lot men only pay around 
35 cents for these shoes, while through 
the downstairs the realized prices has 
been $2.95 and better. Regular men 
are only stationed downstairs during 





a2 
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the busy periods. One other good fea- 
ture is that it is possible to have a spe- 
cial sale at any time and not disturb the 
main selling floor. 


* * * 


De-Mobbing Shoe Sales 


ASHINGTON, D. C.—Here is 

a theory that worked. It has to 
do with the taking away of a sale’s 
worst feature—crowds. You can take 
Herbert J. Rich’s word for it that it is 
possible to have a successful sale, sans 
the usual mob scene. 

In a nutshell, instead of having one 
big sale, B. Rich’s Sons had what was 
to all purposes, four sales. It was as 
follows: 

Five days for a private Foot Saver sale, 

Five days for a public Foot Saver sale, 

Five days for a private general sale, 

Five or more days for a public general 
sale. 

Crazy jams were eliminated, for in 
addition to having the private sale, the 
postals announcing this event were sent 
a day apart over a period of four days. 
This in itself tended to spread the two 
private sales over a period. 

The dividing of the sale into logical 
groups and the staggering of the notices 
of the private sales, proved to be a 
master stroke. More business was done, 
under better conditions, than was ever 
accomplished before, for it is always 
the unbroken rule at Rich’s, that shoes 
must be correctly fitted, sale or no sale. 

One of Mr. Rich’s competitors said 
of him: “He is a man of keen fore- 
sight, one who every day sees the ro- 
mance of business.” The foregoing 
proves the case. 
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A Sidelight on Quotas 


ASHINGTON, D. C.—An in- 

teresting sidelight of shoe retail- 
ing as viewed by S. J. Kramer of the 
Artcraft shop: “Suppose we have a 
certain quota to do for next month, 
but we get ambitious and boost it up a 
few thousands, what happens? The 
inventory is increased, for there must 
be shoes on the shelves to take care of 
the new business. The advertising is 
increased and possibly a salesman or 
two is added. The strain of the effort 
to create more than normal business is 
ielt by all connected with the store. 
Invariably, more cash is rung up, but 
when the net profits are examined, they 
are no more than they would be if the 
regular tenure was followed. Does it 
pay in the end?” 

Do not get the idea that Kramer is 
given to letting things stay as they are. 
No man who will spend $65,000 in a 
five-year period, just to develop 
confidence in his shop, can 


to overseeing a salesforce out of his 
mind, this buyer is able to concentrate 
on merchandising. To quote: “The 
buyer today has to be an organizer, so 
every time he can place responsibility 
on others, it permits him to do more 
intensive work that is more productive.” 


* * * 


Pick Salesmen Carefully 


OCKY MOUNT, N. C.—“When 

I hire a man I am not too hasty 
about it,” said Roscoe Griffin. Ampli- 
fying this, he continued: “It is a heap 
easier to have a thorough understand- 
ing at the start, so that when a new 
man comes in to work, he is really 
familiar with my rules of operating, 
and then we-all just get along fine. All 
understand that we are working for one 
object, the betterment of the business. 
“Many of my boys have been with 
me since I started. Do you know that 





this careful selecting means that we 
seldom ever have to let a man out? I 
think the world of my men and know 
they would fight for me just as I would 
fight for them.” 

If you could have heard this spoken, 
simply, sincerely and quietly, as I did, 
you would know that every word rang 
true. 

* * * 


Selling Second Pair 


ASHINGTON, D.C.—“What are 
you going to wear for your sec- 
ond pair?” is, in the opinion of M. P. 
King, the president of the Washing- 
ton Shoe Retailers Association, the 
best leading question imaginable. It 
is conducive to more second pair sales 
than anything he has yet devised. By 
taking it for granted that the customer 
will want a second pair, this matter of 
fact question is most disarming. 
One other extra sales pro- 
ducing point that usually de- 
velops from this question is 





come under that classification. 
In justifying this expenditure, 
he said that in his estimation 
the shoe business is 90 per cent 
Confidence and 10 per cent 
Psychology. 





TI 
TU HIKAA 








the use and need of shoe trees. 
Naturally the argument for 
the second pair includes a 
short sanitary talk in which 
shoe trees are stressed. To 





* * * 


Self Supervised 
Sales Staff 


ICHMOND, VA—An- 

other noble experiment, 
only this one works. It is 
conducted by T. B. Kilcrease, 
shoe buyer for the Millar & 
Rhoads store. Kilcrease claims 
that his department with ten 
selling shoes and no floor per- 
son is unique. This is the way 
he works it. These ten sales- 
people have been developed so 
that they are outstanding, in- 
asmuch as they require a very 
limited amount of supervision. 
They are never driven, but are 
taken right in his confidence. 
For example, he can say, 
“Here is a shoe I made a 
mistake in buying and I am 


Greentree Sale 


mustn’t forget the Kiddies. Mother 
knows what Greentree Shoe values 
really are. 
our annual 


15% Discount 


—on ALL Children's Shoes. Values are here 
which must be seen to be really appreciated. 
Come in tomorrow! 





For 
“The Important Set” 


And during January Sales we 


And she will not overlook 


(For a Limited Time Only) 





say that shoe trees are bought 
in 100 pair lots tells of the 
force of King’s argument. 
Freshening up shoes that the 
customers have on their feet 
is a good-will bit of advertis- 
ing that pays good returns. 
One of the best means of do- 
ing this job is to wash the 
shoes with a regular shoe 
soap, then set them on trees 
for a few minutes. If this is 
done in front of the customer, 
so much the better. 


* * oo 
Concentration 
RiAteice, N. C—D. F. 
Bridges had just been 


adding up the number of pairs 
of shoes he had sold on one 
particular pattern during the 
past three years. “Forty-five 
hundred pairs,” he announced. 
“And the factory advised 





stuck on it good and plenty, 
won't you help me out?” This 
means, so he says, that he can 
buy 50 per cent wrong and still 
made good increases. (Don’t 





topped atees. $3.99 
Sizes 11} to 8. Tan only. 


Special Group 





Sizes 8} to 11. 


Special Group 


and boys, $2.90 


throwing this pattern out two 
years ago. It is still good 
now. The bow has_ been 











for one moment get the idea 

he is that poor a buyer. He 

is merely a good executive.) 
With the problems attendant 
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Shoes of Style, Comfort and Quality 
for Ladies and Children 


SEVENTH and BROAD 
SECOND FLOOR 


63 


changed several times, and all 
sorts of leathers have been 
used. Sizing up regularly on 
this one pattern has proved a 
lifesaver in many ways.” 

















There’s a tremendous 
sales power 


behind the 


use of 


for slipper uppers 


STYLE 
BEAUTY 
DEMAND 


For 47 years the name Zapon has 
implied customer satisfaction and 
consistent dealer profits. Now as 
never before the use of Zapon for 
slipper uppers, because of its wide 
range of colors, its soft texture, its 
extreme durability, bids to make 
it the biggest sales builder for 1930. 
Comfort and luxurious appearance 
at a popular price has already 
created an overwhelming demand 








on the part of aggressive dealers. 
Sell the slipper with the Zapon 
upper that sells itself. 











Ask your slipper manufacturer about Zapon 













Brought from France to America for the first time by 
Zapon, this chamois soft material in various colors and 
patterns is the sensation of 1930. Send for samples. 





The ZAPON COMPANY cw STAMFORD, CONN. 






















“With a Record of Over 
Fifty Years of Service”’ 


“To I placed my insurance in The CEN- 

TRAL some time ago. After an inves- 
tigation, such as any business man should 
make, I found a clean record of over fifty 
years—the time in itself is significant—a rec- 
ord of fair adjustments and prompt settlement 


of loss claims. 


CENTRAL is a Mutual Company 


“Every CENTRAL policy-holder participates in 
the management and shares in the profits. CEN- 
TRAL has paid a dividend of 30% for the last 
eight years. The company is 

sound—its policies absolutely good. 


unquestionably 

Their service 
and counsel have been highly satisfactory and they 
have actually saved 30% in our insurance costs. 
With the insurance we carry, 30% is a saving 
worth while. It’s only good business to insure in 


The CENTRAL.” 


If your property can qualify as first-class in 
moral and physical risk, CENTRAL Insur- 
ance offers definite advantages to you. Full 
information on request. 


A Friendly 
Company 


*]/-<CENTRAL 
Manufacturers Mutual Insurance 
of Van Wert. Ohio. 











FIRE, 


AUTOMOBILE AND TORNADO INSURANCE~ FOR SELECT RISKS 












Boot AND SHOP RECORDER 
combining THE SHOE RETAILER, Feb. 8, 1930 


























Everyone Highly Pleased with 
ELAMWAY SHOES 


Beautiful Styles Comfort Giving 
(Cemented Soles) 


for Infants 


Hundreds of Thousands of Pairs i. 
eating ee — Shipped and NOT A SINGLE Ghemuey Fvecees. 
SOLE HAS COME OFF! 


No Stitches The only soles that cannot come Smooth Insoles 


off, and the only perfectly smooth, 
tackless, flexible shoes of the kind 


manufactured. 
Twice as good, but cost no more! 


Try a Sample Order on Elamway 


Shoes from your Wholesaler. 


ini tenenn Shien Gane We do not sell retailers direct. 


Process 8013—Light Smoke Elk perf. vamp, 


Elamway Process 


Out-of-Date Way The New Elamway 


ELAM \— — ELAM 


Tacks, stitches, wax, wrinkled linings Every objection overcome. Beautiful, 
and uneven bottoms. clean and easy shoes. 


Trade Mark Trade Mark 


F, S. Elam Shoe Co., Inc., Exclusive Manufacturers Rochester, N. , & 


NOTE: When the Wholesaler’s Salesman calls insist on seeing the ELAMWAY Shoes. 
Then use your knowledge of shoemaking to compare them with all other types. We're 
satisfied to leave the verdict to you. 
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ONLY ONE LINE OF WOVEN SANDALS 
BEARS THIS TRADE-MARK ON THE SOLES 
tT 















This identifying trade-mark, stamped on the soles of ali original, 
genuine Deauville Sandals, is of great importance to your sales 
and profits. 






To protect this name, which signifies so much in style, hand-crafts- 

» manship and quality, the Golo Slipper Company has instituted 
one of the greatest national advertising campaigns of its kind. 
Every, advertisement shows this famous trade-mark accompanied 
by one of these attention-getting phrases: 
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INSIST ON LOOK FOR TRADE-MARK NONE GENUINE WITHOUT f 
Deauville Deauville Deauville : 
Sandals. Sandals Sandals ; 

TRADE-MARK ON EVERY TRADE-MARK E 
STAMPED ON SOLE. GENUINE PAIR STAMPED ON SOLE. 3 


The trade name “Deauville Sandals”—as well as the word “Deau- ANY INFRINGEMENT OF THE USE OF 


ville” when applied to footwear—is the property of the Golo THIS NAME, “DEAUVILLE SANDALS” or 
Slipper Company. Look for it when stocking summer footwear! the word “DEAUVILLE” IN CONNECTION 
WITH FOOTWEAR—WILL BE _ PROSE. 


It is your protection against imitations and inferior brands. CUTED. 
GOLO SLIPPER COMPANY 
129 Duane Street New York 
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Place Your Shoe Orders 


The Republic 


2 Po TON UA OEE, RIES ro we Nel RR ART 














State at Adams 





NY@NTY@\E ONION 70) '7a\ aN /@\\'/0\ t/e\ 7a Ya e e 





Maize Shoe Co., Rochester, N. Y. Communicate with OFFICE of the REPUBLIC 


for Information Regarding Available Shoe Display Rooms 
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: CHICAGO 
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. ‘Sunbeams” £ The Home of the Following Shoe Firms: 
Si ve + 
KA 1 f bss D. Armstrong & Co. Hagerstown Shoe & Legging Co. 
Dy All Styles ready or k Best Ever Slipper Co., Inc. Hamilton Brown Shoe Co. 
By Immediate Shipment Big “K’ Shoe Co. Harsh & Chapline Shoe Co. 
= th DAY hel Burlington Tern Shoe Co. Huntington Shoe & Leather Co. 
e — . a | The J. R. Burns Shoe Co. Interstate Shoe Co. 

KA order is received. b Burrows Shoe Co. Johns Tilt Shoe Co. 

8 Kd Carlisle Shoe Co. Marmon Shoe Co, 

x is Chicago Theztrical Shoe Co. McElroy Sloan Shoe Co. 

= 2 Commonwealth Shoe & Leather H. W. Merriam Shoe Co. 

° KJ Co. Meyer Bros. Shoe Co. 

Re = Copeland & [fyder Shoe Co. I. Miller & Sons, Ine. 

is) - Bi Craddock Terry Co., Ine. National Felt Slipper Co. 

5 Salesmen: If you wish Wm. G. Dodze Shoe Co. O'Connor & ‘Goldberg 

, B-239—Light smoke elk y 5 

FY s' 1 "a Dorothy Dodd Shoe Co. Paragon Slipper Mfg. Co. 

= oxford, vamp cutout; to solve your expense f% Dunn & McCarthy, Inc. Thomas G. Plant Corp. 

.' unlined. “Smooth-step problems sell “Sun- € J. Edwards & Co. Prospect Shoe Co. 

. Elamway Process. beams.” Good com- iS Elwill Shoe Company Dr. Reed Cushion Shoe Co. 
= 1/5 $1.00 "eae iS Empire Specialty Footwear Co. E. P. Reed & Co. 

% missions rom tl KY Excelsior Shoe Co. Seymour Troy Shoe Co. 

: . Pp ptly 

FY 2% 10; net 30. id Wri d be Feltman & Curme Sherwood Shoe Co. 

= vw rite - ay. Be C. P. Ford & Co. Stacy-Adams Shoe Co. 

2. A correspondence '% William Goldstein Shoes, Ine. St. Lomo Shoe Co. 

. onitihimstal P i Golo Slipper Co. Universal Shoe Mfg. Co. 

Fy % ALSO: ARNOLD BROS. & CO. (Lasts); FRENCH BEADING & 
3 5 NOVELTY CO. (Buckles) and MAISON MANN (Buckles). 
ce, 
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Build a foundation 

f i) of confidence in 

For your business Your product with 
Young or Old - - Kepner Leather 


Like “Little Billy,” you can face the future with supreme confidence 
if your business is firmly established on quality and service. 





And speaking of quality Elk, especially adapted for sport and chil- 
dren’s footwear, consider the success of Kepner Elk, which most cer- 
tainly justifies your specifying Kepner Elk in your aim for consumer 


satisfaction and repeat sales. 


“8 pughiores LEATHER CO. The success of Kepner Elk most certainly justified your specifying 
_ pry > oes Kepner Elk in your aim to establish your business on that foundation 
137-139 SOUTH ST. which progressive retailers have built their prestige and success. 


Seg. « Chet 


Boot AND SHOE RECORDER 
combining THE SHog RetTaILer, Feb. 8, 1930 

















Billy Rogers—Shoe Merchant 


By HAROLD WHITEHEAD 


Business Consultant 




























yt 
The ILLY ROGERS wanted to own a shoe store. He had $17,000 and some practical experi- ‘“ 
ence acquired as a salesman in Parker’s Shoe Shop. George Morland was willing to 
Story sell his store for $22,000. Acting on the advice of June Solent, Billy consulted Jethro 
Blunt, president of Fretton National Bank, and the latter scanned the figures on Morland’s ne 
Thus business. Billy decided not to buy Morland out and after consulting his former boss, lo 
Parker, decided to launch his own business. He picked a promising location, acquired a fi 
Far: stock and opened his store. Billy’s competitors made trouble by cutting prices. The mat- fc 
ter of collections causes Billy and June a lot of worry. They decide to go on a cash basis bt 
and send out a collection letter to customers whose accounts are overdue. The letter 
produced unexpected results, angry protests and lost customers. Getting his stock down cl 
to a reasonable figure is Bill’s next problem. He hears a talk at the Chamber of Com- 
merce on retail merchandising and later confers with the speaker, Professor Brinstead, on 
his own problems. He decides to dispose of his dead stock at any cost and finally sells ti 
the surplus merchandise in Boston, but at a staggering loss. Later Professor Brinstead in- tk 
vites Billy to dinner and suggests that his nephew, Jack, join Billy in the shoe business. Billy ’ 
reacts favorably to the idea. He meets Jack Brinstead and they arrive at a temporary work- : 
ing arrangement. The chain leases a store adjoining Billy’s and opens with a flourish, . 
while Billy’s trade falls off perceptibly from the new competition. y' 
ce 
it 
HE week after the Warranty Shoe Com- tered. ‘Has everybody gone shoe sale crazy, or o 
pany opened next door to Billy was the what?” He pulled nervously at his left ear, a tl 
worst Billy had had for several months. sure sign that he was thinking. Evidently he Pp 
Every other day the Warranty people had a big came to a decision of some sort, for he put on his f 
newspaper advertisement and, as if that were not hat and coat, and saying to “Lilacs,” “I'll be 
enough to discourage Billy, Morland came out back in half an hour,” he left the store. ¥ 
on the following Friday with another circular that He walked straight to Emery Parker's and ' 
was delivered all over the town. asked for his old boss. Parker was busy with a 
He was perplexed at Morland’s sudden and salesman so Billy had to wait for half an hour 
well planned activity. His circulars were well before he had his opportunity to talk with him. 
printed and obviously the work of an advertising “Hello, Billy.” Parker greeted him cheerily. 














man. Morland still harped on the fact that his 
advertising was refused by the Fretton Courier, 
and he seemed to get sympathy from many peo- 
ple. The store was well stocked with new and 
up-to-date shoes; there never was a time when 
the Morland store had such a large stock. No 
wonder Billy was perplexed and worried. 

In spite of all this increased advertising Billy 
kept to his schedule. His “Old Shoemaker”’ copy, 
with its distinctive border, was now well known, 
and there was no doubt that it pulled trade. 
When Acks brought him the copy of Morland’s 
circular he compared it with the big copy used 
by the Warranty people. His own modest copy 
looked insignificant. Turning the Courier pages 
he saw that Sanborn’s department store was hav- 
ing a special shoe sale on Saturday, while the 
Fretton Department Store also proclaimed that 
for a week beginning the next morning they 
would have a gigantic sale of women’s six to eight 
dollar shoes at four ninety! 


“What’s happening in this town?” Billy mut- 
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“Come on up to my office.” 

Billy needed no second invitation and he 
promptly ran up the familiar stairs to the mezza- 
nine office. He had hardly seated himself before 
he had the copy of the Fretton Courier open on the 
desk. He coughed nervously and began. 

“Have you noticed, Mr. Parker, how every- 
body has gone shoe sale mad this week?” 

“Of course I have, Billy. The Warranty Shoe 
people started it, and the department stores 
naturally had to offset it in some way.” 

“T can understand that, but look at Morland’s 
circular. I wondered if you had any idea how he 
can manage it. He’s really giving big values 
these days. And he’s doing such a lot of adver- 
tising, every week he has a new circular and dis- 
tributes it all over the place. To be honest, 
Mr. Parker, I’m bothered about it. My trade 
has been way off this week. I wonder how Mor- 
land can spend so much for advertising and where 
hé gets such big values. I can’t get such good 
buys as he evidently is getting.” 
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Parker looked thoughtfully at Billy for a 
minute ; then he smiled and put his hand on Billy’s 
knee as he said: “The laws of economics are still 
working. Neither Morland or anyone else has 
any secret of business that you don’t know; 
neither can anybody do anything contrary to good 
business without paying the price.” 

“T—er—I guess I’m dumb, but I don’t follow 


, 


you,” Billy stammered. 


‘6 HEN I'll explain. The Warranty Shoe Co. 

want to get themselves established in their 
new location as quickly as possible so they spend a 
lot of money to shorten the time, as it were. They 
figure that it pays them to lose a lot of money 
for two or three weeks if by so doing they can 
build up a regular trade in short order. Is that 
clear?” 

“Yes, sir.” Billy nodded his head. 

“Now the department stores watch the adver- 
tising very closely. More than that, they shop 
their competitors continuously ; I’ve no doubt that 
they shop your store regularly. You are now an 
established merchant in Fretton and they know 
you are a good judge of shoe values. If any 
competitor makes a special drive for business they 
immediately counter it with special offers of their 
own. It is good business, for it not only keeps 
them in the running, but they know that if several 
people advertise the same kind of goods—shoes 
for instance—all of them will sell more shoes.” 

“That’s so,” Billy admitted, “But it doesn’t 
explain how Morland can do what he’s doing now 
and has been doing for several weeks.” 











“What's happening in 
this town?” Billy mut- 
tered. “Has everybody 
gone shoe sale crazy?” 








‘IT know how you must feel, Billy. That’s why 
I told you that the law of economics still func- 
tions. Morland can’t buy any better than you. 
You don’t suppose that manufacturers give him 
better terms than you, especially when he is known 
as a slow payer. And as for his advertising, his 
expenses pile up and eat into his profits just the 
same as they would do for you and me if we let 
them.” 

“But he can’t be such a fool as to cut his gross 
profits and at the same time increase his expenses. 
He'd simply ruin himself if he did,” Billy expos- 
tulated. 

“Why not?” was Parker’s astonishing question 
“The man hasn’t suddenly changed his character. 
He may have been sold a plan of circularization 
and gone in for it blindly on the hope that it 
would bring enough extra business to justify the 
A lot of retailers have done that to 
Parker rose as he spoke. “Don’t 


expense. 
their sorrow.” 
let yourself become stampeded, Billy, you can be 
sure that no one can make money except by fol- 
lowing the good old business rule of seeing that 
the income exceeds the outgo.” 

“Thank you, Mr. Parker,” Billy shook hands 
and stumbled down the stairs. He felt vaguely 
comforted by what Parker had said, yet what he 

[TURN TO PAGE 86, PLEASE| 
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SATIN DYES 








CAVALIER 


With the social season in full sway, 
women are looking for satin slippers that 
match lovely evening gowns. You can 
supply them and at a splendid profit 
without stocking satins in colors. 


EXTRA PROFITS 


A moderate stock of white satins—a Set 
of Cavalier Satin Dyes—then you are 
ready to start. 


You make a profit on the satins and an 
extra profit on the dyeing service. 


48 Standard Colors 


No trouble to dye satin slippers either, 
because the Cavalier Dye Set is so com- 
plete—48 standard colors—even an as- 
sortment of brushes, a mixing graduate, 
color chart and detailed instructions. 


Complete Set $19.75 
2% cash 10 days—f.o.b. Baltimore 


Write for further information 


CAVALIER CORPORATION 
BALTIMORE, MARYLAND 


























STILL GOING STRONG 


SEASON’S 
Most Popular §S 


tyle 






































57 Lincoln Street 
Boston, Mass. ~ 





The 
Regent 
Pump 
Black Satin Spike Heel AA to C 
Black Satin Junior “ ABC 
White Satin Spike “ AA to C 
White Brocade Spike “ AA to C 
Black Brocade Spike “ AA to C 
Patent Leather Spike “ - to : 
Patent Leather Junior “ to 
Black Kid Spike “ AA to C } $3.60 
Black Kid Junior “ ASC 
Green Kid Spike “ ABC 
Purple Kid Spike “ ABC 
Brown Kid Spike “ ABC 
Suntan Kid Spike “ ABC 
Gun Metal Patent Spike “ ABC 
White Levors Spike “ ABC J 
Silver Kid Spike Heel AA toC $4.00 
The 
Broadway 
Pump 
Black Satin Spike Heel AA to € 
White Brocade Spike “ ABC 
Patent Leather Spike “ AA to C 
Black Kid Spike “ AA to C $3.60 
Suntan Kid Spike “ AA to C 
Parchment Spike “ AA to C 
White Levors Spike “ AA to C 
Silver Kid Spike Heel ABC { $4.00 


MERCHANTS SHOE COMPANY 
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FRESE WE Lito, 








The TRAVELING 


< < « 


N increase in membership during 
1930 even greater than that en- 
joyed during 1929 is the present 

ambition of the National Shoe Travel- 
ers’ Association. Plans which have 
been made contemplate closer cooper- 
ation with other branches of the allied 
industries such as the leather branch, 
for instance, and full advantage will 
be taken of the provision in the by- 
laws of the association which opens 
membership to traveling men _ in 
branches other than shoes. 

It was pointed out by Secretary T. 
A. Delany, in his annual report sub- 
mitted at the recent convention of 
the association, that, whereas other as- 
sociations have gone out of existence 
because of changes in conditions, these 
changing conditions have been no suc- 
cessfully met by the National Shoe 
Travelers’ Association that today it 
ranks as the largest numerically and 
the broadest, geographically, in the 
country. 

This, he points out, could not have 
been accomplished had not the asso- 
ciation been of real service to its mem- 
bership. Some of these services are 
enumerated under the head of settled 
claims which have been made by em- 
ployees against employers, as well as 
claims made by employers against em- 
ployees. Another and extremely im- 
portant feature of the association’s 
work has to do with employment. Quart- 
erly the entire industry is circularized 
outlining this employment service and 
during the year 1929, approximately 
two hundred and forty-seven leads were 
passed on and the association head- 
quarters office has a record of 49 posi- 
tions filled with guaranteed salaries 
ranging from $2,500 to $7,000. Growth 
in membership is also stressed in this 
report—not only the growth in mem- 
bership of the affiliated local associa- 
tions, but also the growth in the num- 
ber of these affiliated associations. Ac- 
tivities other than these include the 
continuance of the fight for the inter- 
changeable mileage and against the sur- 
charge of Pullman fares; the firm 
stand taken in connection with the 
tariff on shoes; the battle for the 
elimination of extra fares on fast trains 
‘now carrying that extra charge, etc. 





py ONES H. BEALS, of Indianapolis, 
past president of the National Shoe 
Travelers’ Association, is on a trip 
through his mid-west territory after 
visiting the home office of his firm, the 
W. F. Mayo Co., rubber footwear, in 
Boston. Mr. Beals reports that busi- 
ness has been excellent and that rubber 
footwear has moved well at retail for 
the last several weeks. 





R. MORRIS, 
e eastern sales 
manager for 
Pioneer Shoe Mfg. 
Co. Branch of the 
O’Donnell Shoe 
Corp. of St. Paul, 
Minn., is covering 
the larger cities of 
the East in connec- 
tion with sales and 
educational work 
on that company’s 
line of Propr-Bilt 
shoes for children. 
The lasts used for 
these shoes were perfected under the 
direction of Drs. Rex Dively and Frank 
Dickson, Kansas City surgeons, and 
Mr. Morris works in close cooperation 
with orthopedic surgeons and children’s 
doctors in the various cities which he 
visits. He reports gratifying progress 
and a growing acceptance of the idea 
of protective and corrective footwear 
for children, both among the shoe mer- 
chants and the medical fraternity. 
Mr. Morris travels out of Pittsburgh, 





F. R. Morris 


making his headquarters at 2107 
Pioneer Ave. 

W B. KERICH 

etopped the 


sales force of the 
Bob Smart Shoe 
Co. in 1922, and 
claims a record for 
fast traveling, get- 
ting orders in as 
many as three 
States in the same 
week. Mr. Kerich 
is particularly well 
known among the 
retail merehants of 
Missouri and 
Kansas, to whom 
he has been selling the Bob Smart 
line of young men’s style shoes for sev- 
eral years. He is looking forward to 
another big year in 1930, believing that 
business conditions in his territory are 
on the upgrade and that the retailers 
will enjoy a prosperous spring and 
summer business. 


W. B. Kerich 


HE VULCAN CORPORATION 

held a sales conference in Ports- 
mouth, Ohio, on Friday and Saturday, 
Jan. 10 and 11. All plant managers 
and salesmen from all parts of the 
country attended this conference. Much 
time was spent in discussing style, qual- 
ity and service as having to do with 
Vulcan products intended for the shoe 
trade. How to serve shoe manufactur- 
ers better was one of the main topics. 














Boot AND SHOE RECORDER 


combining THE SHOP RETAILER, Feb. 8, 1930 


71 





NEWS 
the ROAD 


SHOE SALESMAN 


HE deaths of three well known 

shoe travelers have been reported 
to the National office within the past 
two weeks. Robert J. Osburn, of 
Rochester, N. Y., traveling for the firm 
of Richard P. Martin, Inc., died Jan. 7 
at the age of 36. George P. Eckert, of 
Philadelphia, a member of the firm of 
Armstrong, Wilkins & Co., died at his 
home in that city recently at the age 
of 64. He was a member of the Boot 
and Shoe Travelers’ Association of 
New York. Hans R. Danielson, a prom- 
inent member of the Iowa Association, 
died at his home in Newell, Iowa. Mr. 
Danielson traveled for Huiskamp 
Bros. of Keokuk, Iowa, and was 52 
years old at the time of his death. 





EPORTS of the annual election of 

officers of associations affiliated 
with the N. S. T. A. continue to come 
in. Those not previously reported are 
as follows: 

Pacific Coast Shoe Travelers’ Asso- 
ciation—President, Solly Schweitzer; 
first vice-president, J. A. Loudon; sec- 
ond vice-president, H. B. Hammond; 
secretary-treasurer, Sol Peiser. 

Boston Shoe Associates — President, 
George Field; vice-president, A. A. 


Hazelton; secretary- treasurer, Robert 
Mills. 
Central Association of Traveling 


Shoe Salesmen—President, A. B. Cal- 
houn; vice-president, B. J. Shaw; sec- 
retary-treasurer, J. R. Sells. 

Shoe Travelers’ Club of Los Angeles 
—President, Harry L. Cochran; vice- 
president, Orin Morse; secretary-treas- 
urer, Fred A. Yeaton. 


IDNEY DONHEISER, who has been 

selling boudoir slippers for the past 
twelve years, will carry the complete 
line of the International Footwear Co., 
Inc., of Worcester, Mass., manufac- 
turers of house slippers for men, women 
and children. He will represent this 
company in the East, including New 
York City, Philadelphia, Baltimore and 
Washington, D. C. Mr. Donheiser will 
have charge of the New York Office 
which is located at 18 W. 27th St. 


ASON GOODLOE, well known shoe 

salesman, who was obliged to give 
up traveling more than a year ago be- 
cause of illness, is reported to be re- 
covering. He is under treatment in 
Mt. Airy Hospital, near Philadelphia. 
He will be glad to hear from his old 
friends. His address is Mt. Airy Sta- 
tion, Philadelphia. For a number of 
years Mason sold shoes for Williams, 
Hoyt & Co., Rochester, and later for 
the Bally Hoskins Shoe Co., Brooklyn. 










































JERRY & HERBERT LEHMANN, Ine. 
Originators andCreators of “Stitched Applique” 





“| ‘Offer to the finer trade an un- , 
| usual opportunity for additional 
business and profits for spring 

: and summer, 1930, in featuring 
“Stitched Applique,” as intro- | 

' duced by the finest bench made 

: shoemakers, and created by 
Jerry & Herbert Lehmann, Inc. 








From all indications, “Stitched 
Applique” will be the dominant 
fashion note for Milady’s shoes 
for spring and summer. Na- 
tionally advertised by such fine Bs 
stores as Saks-Fifth Avenue, the 
way has been paved for you. 


A Southern Ensemble of Embroidered Linen eee 


Fy «athe Jeerita sandal... with its em 


? -_ Ieoilery designed in the applique 
‘ f SK ‘ manner of our modern “dressmaker” 
‘ Yr, shoes on natural or pastel shades 
r ee al .. exclusive with Saks Fifd 
{ Avenue . ce: Ee 


a The Matching Bag, 12.50 


ae 





ALP, SIDI (BBG MEL ts sry LL da 


er eae sottacae 
—_ 
i=} 
~ 


Each manufacturer is assured 
the use of individual and dis- Bt 
tinctive patterns. 





° i ex 
Write Jerry & Herbert Leh- , fic 

SAKS-FIFTH AVENUE 4 
NEW YORK eMicAco mann, Inc., for more informa- 5 och 








tion. m 





A reproduction of an advertisement 
featuring “Stitched Applique” on shoe 
and bag by Dan Palter, appearing in 
the New Yorker, Harper’s Bazaar, 
Vogue, Chicago Tribune, New York 
Times and other national media. 





By C. & O. Lo Presti By Morgan Grossman, Inc. 


none IE i aia 0 
a orrom wWeosde 


JERRY & HERBERT LEHMANN, Ine. | | 


IMPORTERS AND MANUFACTURERS 
OF NOVELTY AND PLAIN FABRICS 


215 WEST 40th STREET NEW YORK, N. Y. | 


SALES REPRESENTATIVES EXCLUSIVE OF GREATER N. Y., SILAS MUSLINER, MARBRIDCE BLDG., N. Y. 
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Practical Work to Aid the Re- 
tailer Given First Place on 
Ohio Valley Program 


CoLuMBuSs, OHIO (UTPS)—The pro- 
gram committee for the annual conven- 
tion of the Ohio Valley Retail Shoe 
Dealers’ Association which will be held 
at the Deshler-Wallick Hotel, Co- 
lumbus, Feb. 24 and 25, has completed 
the arrangements for the convention, 
which bids fair to be the most interest- 


ing annual meeting in years. The 
program committee consists:. H. T. 
Seigenthaler, Mansfield; George E. 


Bunn, Salem, Charles Seidenfeld, Mur- 
ray City, and Allen Thirkield, Frank- 
lin. Earl T. Smart, Marion, president 
of the association and C. E. Dittmer, 
executive secretary are acting as exof- 
ficio members of the committee. 

The program is built around the mer- 
chandise audits being made by Frank 
Stockdale, head of the store manage- 
ment division of the association. Mr. 
Stockdale is a well known business 
analyst of Chicago, who has been mak- 
ing audits of a number of Ohio shoe 
stores and will bring the results of 
these audits to the convention. 

An added feature will be the mer- 
chandise clinic, in which Mr. Stockdale 
will briefly explain the trend of the 
business of member stores which will 
send in their main figures for 1929. 
These include the inventories at the be- 
ginning and the end of the year, the 
purchases made and sales. From these 
four items he will tell within one per 
cent of the net profits of the score and 
whether the right sort of merchandis- 
ing is being done. 

Secretary Dittmer has sent out let- 
ters to all members requesting these 
figures which will be held in the strict- 
est confidence. Upon the receipt of 
the figures they will be given a num- 
ber and the signature will be detached. 
The number will be transmitted to the 
store owner in order that he can iden- 
tify his store when the figures are 
called up on the convention floor. 

The merchandise clinic will be divided 
into two sections entitled “The Record 
for 1929” and “Plans for 1930.” In 
the former Mr. Stockdale will go over 
the complete audit figures of a number 
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To Feature Merchandise Clinic 











January Retail Trade About 
On Par with 1929 


New York—Retail shoe stores re- 
port trade for January about on a 
par, or slightly below, a year ago, 
although- profits may have been 
somewhat lower because of rather 
widespread and drastic reductions 
in prices. 

Efforts to stimulate sales have 
brought results, and retailers have 
found that people seemed to have 
plenty of money to spend when they 
wanted to take advantage of any 
exceptional values. 

Several chains found volume 
quite satisfactory, with totals as 
high as 10 per cent over January, 
1929, but in each case, these stores 
resorted to special advertising cam- 
paigns, with sale prices somewhat 
lower than usual. Other stores, 
which took no extra steps other 
than their regular January sale, re- 
ported a loss for the month, but a 
loss no larger than has been ex- 
perienced in other Januarys. 

On the whole, retailers reduced 
stock to a low point, and are satis- 
fied with conditions in the trade. 











of typical Ohio shoe stores and show 
wherein a line is either profitable or a 
losing proposition. He will show the 
cost of sales, the turnover in various 
lines and other items to indicate the 
trend of the business. In the second 
section he will show how to remedy the 
defects and how to make losing lines 
become profitable. 

As stated previously, there will be 
no merchandise display sponsored by 
the association but many manufacturers 
and wholesalers have reserved space at 
the hotel in which to make their in- 
dividual displays. It is believed that 
dividual displays. 





Opens New Shoe Department 


HUNTINGTON, IND.—The National 
Bellas Hess Co. store here has opened 
its new shoe department on the main 
floor, realizing the value of the shoe 
trade to attract other business to its 
store. 


73 





U. S. 


M. C. Officials to Be 
Guests at Banquet 


To Celebrate Opening of New 
Building in Boston 


Boston, Mass.— The Boston Boot 
and Shoe Club’s concluding dinner of 
the present season, to be held in Hotel 
Statler, Feb. 19, undoubtedly will be a 
red-letter occasion, for it is to be in 
honor of the officials of the United 
Shoe Machinery Corporation in recog- 
nition of the completion and occupancy 
of the company’s imposing new twenty- 
four-story office building on Federal 
Street, Boston. The new structure is 
to be open to the public on the same 
day. 

President Augustus H. Vogel, Jr., 
will preside over the after dinner exer- 
cises, which will include addresses ex- 
pressing the good wishes of the trade 
by President Alfred W. Donovan of the 
New England Shoe and Leather Asso- 
ciation and other leaders of the in- 
dustry, with response on behalf of the 
U.S.M.C. by Edwin P. Brown, chair- 
man of the Board of Directors. Major 
Charles T. Cahill of the company’s staff 
also will give an interesting talk with 
stereopticon views illustrating the re- 
markable development of the shoe ma- 
chinery business during the last fifty 
years. 

One of the highlights of the evening 
will be a concert by the thirty members 
of the old Stoughton Musical Society, 
of Stoughton, Mass., organized two 
hundred years ago. The organization 
will be present through the personal 
courtesy of E. B. Southworth, of the 
Belcher Last Co., Stoughton, a member 
of the club for more than twenty-five 
years. 

The club has voted to invite members 
of the New England Shoe and Leather 
Association not affiliated with it to par- 
ticipate in this interesting event, and 
in view of the significance to the shoe 
industry of the erection of this fine 
new building there is no question that 
the attendance will be large and repre- 
sentative. A number of leading manu- 
facturing concerns already have sent in 
requests for specially reserved tables 
for their staffs. 

Invitations have been extended to 
Gov. Frank G. Allen of Massachusetts 


and Mayor James M. Curley of Boston. 














Machine is usually equipp-d 
with Climax Brush No. 4612 
of cloth, and No. 197 

of yarn 
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Clean Merchandise 


Nosopy wants to buy shoes that have become soiled or marred 
in handling. Why jeopardize the sale of a pair of shoes when you 
can make them presentable to your customer by cleaning or polish- 
ing them in a jiffy on the Shoe Cleaning Machine — Model A. 





oe 








This motor-driven machine will accommodate two cloth or yarn 
brushes or a combination of each as desired. The motor is belted 
directly to a grooved driving pulley on the shaft carrying the brushes. 


—et se ef ct et eH OO OR 


Set up this simple, compact machine in your stock room and con- 
nect it up with the nearest electric light socket. The Shoe Cleaning 
Machine — Model A, is now standard equipment in all up-to-date 
retail shoe stores. 
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United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 


Johnson City, N. Y............ 276 Main New York, N.Y 
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Final Clearances in Baltimore 
Shoe Stores 


BALTIMORE, Mp.—Retail shoe activity 
in Baltimore, Md., is divided between 
final efforts at clearances of models of 
the past season and featuring of new 
models for the present season. Reduc- 
tions now prevalent afford customers 
of buying footwear at the lowest prices 
of the season, beginning at $1.95 up. 
Most of the stores are offering their 
footwear, principally women’s, at prices 
lower than were general for the same 
period last year. 

In activity in the new season’s offer- 
ings, local stores are making a play of 
snakeskin, kid, with other leathers as- 
suming a secondary place. Indications 
are that footwear in reptilian leathers 
will be a big number for the season. 
Real activity in the new season’s fash- 
ions, is not expected to get under way 
for the next few weeks. Disposition 
of old models is what is worrying the 
merchants more than activity in the 
new offerings. The new models are 
being sold at prices ranging from $5 
up, the price depending upon the mod- 
els and the store in which they are sold. 





To Open New Walk-Over Shop 
in Des Moines 


Des MOINES, Iowa (UTPS)—The 
Walk-Over Shoe Shop in this city will 
open in a new and enlarged location 
April 1, it is announced by the man- 
ager, L.H. Norman. A.lease has been 
taken on the west half of a large retail 
room now occupied by the Davidson 
Furniture Company at 614 Walnut St. 
Remodeling of the room is now in 
progress and new fixtures and equip- 
ment will be installed. The room will 
be finished in walnut with tiffanied 
walls above the panels. The store will 
handle both men’s and women’s shoes, 
also an enlarged hosiery department. 





Heads Men’s Shoe Section at 
the Hub 


BALTIMORE, Mp.—Harry Kandel, who 
for the past year or so was in charge 
of the shoe departments of Hecht’s 
Reliable Stores, 517 South Broadway, 
Baltimore, Md., is again in charge of 
the men’s shoe department of the down- 
stairs store of The Hub, also of Bal- 
timore. Mr. Kandel held that position, 
under the direction of Frank Wein, 
men’s shoe buyer for the store, prior to 
taking over the position at Hecht’s 
Reliable. 

Mr. Kandel’s position at the latter 
store was taken by Louis Sohmer who 
held that position for fourteen years 
prior to opening Baltimore’s first and 
only exclusive Wilbur Coon Shoe Shop 
at 418 North Charles St. more than a 
year ago. Joseph Kreis now has the 
: pee of the local Wilbur Coon 
shop. 


Sandals for Men Selling 
in Florida 

MIAMI, Fia. (UTPS)—Sandals for 
men are much in demand this season 
at the Florsheim Shoe Store, 2 West 
Flagler Street. Men are appreciating 
the coolness and comfort of ventilated 
oxfords and sandals. 
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For Sport Costumes 














Four-eyelet oxfords in brown and 
white were shown with this smart 


costume for sport and resort 

wear at the recent Amos Parrish 

Fashion Merchandising Clinics in 
New York 








Charles H. Beall Made Buyer 
at Bedell’s 


BostoN—Charles H. Beall, formerly 
assistant to Charles L. Thompson as 
manager and buyer for the Bedell 
stores, and who for the last two and a 
half years has been buyer of shoes at 
the R. H. White store in Boston, has 
returned to New York to succeed Mr. 
Thompson as buyer and merchandise 
manager for the shoe departments in 
= seven stores operated by the Bedell 

0. 

Mr. Thompson, as noted in last week’s 
issue, has become buyer and merchan- 
dise manager for the shoe departments 
in the Oppenheim, Collins & Co. stores. 


New Adler Store in Brooklyn 


NEw YorK—The Adler chain of 
men’s shoe stores has signed a long 
term lease for the store site at 96 
Flatbush Ave., Brooklyn. The store 
will bring the total of units to 23 in 
the chain. It is expected that alter- 
ations will be completed early in March. 
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Don’t Lose Sales 


for lack of sizes 








Twelve popular styles 
in stock all year round. 







Genuine 
Goodyear 













Style 116 Black Erie Calf Oxford 






sus, Taos in tan 
1 B, C, D spring rubber heel. 
12/2 A, B, C, D—6%/8 leather heel 







with Spring Step top. 
Leather Box Toe-—Oak Bend Soles 
3/5 5%/8 8%/11% 12/2 
$1.80 $2.10 $2.40 $2.85 

















in Stock 





Style 120 Patent One Strap French Cord 
3/5 C, D. 
8 B, C, D. 

t , C, D wedge leather heel. 

A, B, C, D—6%/8 leather heel 
leather top. 

Leather Box Toe—Oak Bend Soles. 

53 


8%/11% 12/2 
$2.40 $2.85 





























No. 100—Patent 


Style 
101—White Calf, 


Style No 





White 






Welting 
Style No. 102—Log Cabin Elk. 
Style No. 103—Light Smoke Elk. 
3/5, Sparton on a Soles, C, D, 







Soft Toe—Leather Wedge Heel. 
5%/8, om a". Spot Soles, B, 
Leather Box Toe—Leather Wedge Heel. 
8%/11%, Oak hwy Soles, B, C, D, 








Leather Box Toe—Rubber Spring 
Heel. 






All runs: Sole Leather Counters; 
Red-line-in Linings on high shoes. 
Kid Quarter Linings all low shoes. 


Terms 5% 10 Days 


THE JUVENILE SHOE: CORPORATION 











AURORA MISSOURI 
Makers of famous National Park Hiking 
Boots; Sportwalks — smart light weight 






welts for College girls. 








LASTING TOE COMFORT 


Manufacturers have found that comfort 
can be skilfully combined with stylish ap- 
pearance through the use of Celastic— The 
Quality Box Toe. The newest toe shape 
and the smartest style patterns lose their 
value if the shoe does not offer the wearer 
muscle-relaxing toe comfort. The one-piece 
toe, made possible by the fusing qualities of 
Celastic, eliminates wrinkled linings, giving 
interior smoothness and flexibility across the 
toe line . . . You can always depend upon 
Celastic to accurately interpret the individu- 
ality of your last. 


; 
4 
| 
‘ 
& 


© , Mette ata 


United Shoe Machinery Corporation 
BOSTON, MASSACHUSETTS 


THE QUALITY 
BOX TOE 


UAC 
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To Progress, Build for the 
Future 
(Continued from page 43) 


On the tenth floor are the Foreign 
and Patent Departments; ninth, Ac- 
counting, Cashier, Tax and allied divi- 
sions; eighth, Billing, Lease, Purchas- 
ing, Manufacturing, Royalty and Pric- 
ing; seventh, Advertising, Experi- 
mental, Agencies (branch office ad- 
ministration), General Management, 
Filing, Mailing, Publicity and space 
for shoe exhibits; sixth—Electrical, 
Eyelet, Fitting Room, General, .Good- 
year, Heeling and Metallic, Lasting and 
Pulling-Over, Littleway Process, Ma- 
chinery, Rubber Shoe, Sales, Steno- 
graphic, United Last Sales and United 
Shank; fifth—Order, Repair Company, 
Transportation, Terms and Telephone 
Switchboard. On the fourth floor are 
only a few offices of the corporation, 
but here are located the large recrea- 
tion and lunch room, lounging and rest 
rooms for the women employees. 

An interesting bit of mechanical 
equipment is the corporation’s mail 
conveyor common to all their floors. It 
consists of a continuous chain conveyor 
where, for instance, a person on the 
fifth floor may place a package on one 
of the arms, press a button indicating 
the seventh floor, and the package will 
be automatically deposited. 

Judging from the telephone equip- 
ment now being installed in the build- 
ing, Boston’s largest and newest struc- 
ture will be a tower of speech. 

The service in switchboard and tele- 
phone alone, not including telephones 
for other tenants of the building, will 
be more extensive than you find in 
many New England towns. It is large 
enough to require a private directory 
of 25 pages. 

From a distance, the building has a 
gray appearance, although as indicated 
elsewhere, the facing brick is techni- 
cally known as gray-buff. The base is 
of limestone to the second story, with 
trimming of artificial stone slightly off 
the general color scheme. The store 
fronts are of bronze. The pitched roof 
of the pent-house is covered with a 
baked enamel tile, giving a gold effect 
from a distance. Over the main en- 
trance are carvings symbolic of the 
shoe industry. 

Due to the flood-lighting of the 
building at night, it will be the out- 
standing point on the Boston sky-line. 
A battery of strong searchlights, some 
of them on the parapet of the 15th 
floor, and others at higher locations, is 
focused on the structure above the 20th 
story. The corporation hopes to have 
the lighting i in full operation before the 
public inspection of the building on 
Feb. 19. 


New Style Arch Shop 
Opened 


ROCHESTER, N. Y. (UTPS) — De- 
signed in an artistic manner and 
equipped with the latest in furniture 
and shelving arrangements, the new 
Style Arch Boot Shoppe, first in Roches- 
ter, has opened here under the man- 
agership of Edward Saffron. A staff of 
five operates the store. 

The store is located in Clinton Ave- 
nue South at the end of the Seneca 
Arcade, in the heart of the retail dis- 
trict. Cushioned chairs and paneled 
walls are among the features. 
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Eby Shoe Company Working 
on Concentration Plan 


Litirz, PA.—H. F. Van Wye, general 
manager of Eby Shoe Company, Inc., 
has issued a statement to the trade in 
which he says: 

“To set at rest certain rumors which | 
are circualting concerning the oper- 
ation of our business, we thought that 
a statement concerning the real facts 
would be of interest. 

“In March, 1929, after many years 


engaged in research and engineering | 


work in the shoe and tanning industry, 
became general manager of the Eby 
Shoe Company. At that time it was 
quite apparent that consolidated ef- 
forts on certain grades of shoes would 
result in great economies and to that 
end the management has been diligent- 
ly working. 





“Rearrangement of equipment and | 


fficient methods have been installed and 
the plans finally completed for the idea 
as originally conceived. 
our books a greater volume of shoes 
for delivery than we had this time last 
year, all of which we are confident of 
producing in two separate units at 
Ephrata, Pa. 

Reduced inventories and operating 


We have on | 


costs have resulted in very favorable | 
economies with the result that this | 


company has enjoyed one of the best | 


seasons in its recent history. Further 
improvement along the same lines is 
anticipated under the new arrange- 
ment. 


C. S. Gibbon Company Busi- 
ness Reorganized 
PHILADELPHIA—R. W. Lamden, 


ployees of the C. S. Gibbon Company, 
has taken over and reorganized the 
active business of this concern and wil! 
continue the production of the shoes 


re- 
organizing and representing the em- | 


with which this house has been iden- | 


tified for the past 55 years. This line. 
containing both corrective footwear and 
sport shoes and including the Insured 
Arch feature shoe, is widely known in 
the trade and its product is well estab- 
lished. 

The new organization will retain the 
old trusted employees in both the mak- 
ing and selling organizations, and it is 
said the average service period in this 
group is 15 years. 

Many new patterns and styles will 
be introduced into the line, particularly 
in the Insured Arch branch of the bus- 
iness. 


Colt Cromwell Adds New 
Services 


NEw YoRK—Colt Cromwell Co., Inc.. 
importers and makers of high grade 
puttees, riding boots and shoes, have re- 
cently completed arrangements whereby 
they will stock a large assortment of 
English shoes in conjunction with their 
riding boots and stock proposition. 

This company has also recently in- 
stalled a stock house in Los Angeles 
in order to serve the merchants on the 
Pacific Coast. Martin W. Lee is in 
charge of the Los Angeles stock house, 
which is located at 424 South Broad- 
way. 
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Wear r Straight 





“La Salle” 






“Wall 
Street” 






“Combi- 
nation” 






Looks are sometimes deceiv- 
ing. These three oxfords lack 
nothing in smart style, yet each 
features a perfect support for 
three arches of the foot. The 
inner and outer longitudinal arches 
are supported by a broad corru- 
gated steel shank. A solid leather 
insole shaped to the bottom of the 
foot gives a natural support to 
the metatarsal arch. 


La Salle 
018—Bik. Royal Calf, rolled perf. tip. 
round close edge........- 50 
017—P. V. Tan Mecca Cait, rolled pert. 
tip, round close edge...... 4.60 


Wall Street 
033—P. a ¥. ow Fair stitch, Pink 


Guviiteation 

060—Bik. Ruby Kid, Kaffor tips.. .$4.50 

8060—Arch Support Insole, same as above 4.85 

680—Bik. Kaffor (Mellow) Calf, fudge 
stitch 4 


MUS EBECK 





DANVILLE, ILLINOIS 




















[BUY in tHe NEWN 


The line that was a sensation at 













































the St. Louis and Boston Style 
Shows. Thousands of merchants 


from all over America who in- Be ter Sh eS 
spected our line of women novelties csay 


were astonished at the sensational 





array of styles and patterns. By - a P 5 : For 
ter, the preatest line we have over HE Concord Shoe Co., Inc., was establishedf . 

4 : . ty Oo 
Here is one of the most sensational on December 1, 1899, just 29 years ago, withB ! a 
numbers in America. The new ; ; ; . - We 
Marianne tie. The season's smart- a firm object in mind; namely, to be as suc- -y 
est style to retail at $2.95. Fash- cessful as possible. Of course there are many means— "° 


joned in brown kid with parchment 
tongue and stripping; parchment 
kid with suntan tongue and stripping; ,atent leather with parchment 
tongue and stripping; apple green with contrasting green stripping; dull 
mat kid with patent leather stripping. 





and methods of bef t¢ & 
ing successful, but — 
this concern decided a 










































All in both heels; cuban and full breasted. Sold only in 18 and 36 . 
pair lots. on a course of hon- chand 
DRYZER & ROSENBERG, Inc. est and legitimate been | 
131 Duane Street “Shoes under Market Prices” endeavor—to estah- consti 
Headyuarters for Mail Order Houses, Department Stores and Bargain Basements : MH in nr 
lish a reputation for} '. 
fair and square busi-B !"©™ 
ness dealings with} —- 
the men we buyp Prone 
a J - o 
from and the men 0” 
we sell to. ae 
re . r e 
With modest price -_ T 
MIAMI te: an Ne 
5300—Dark Tan Kip, Rose we claim that we co 
lush Trim. | , cell 
5301—Black, Kip, . Black have P yg - <m . z ter sl 
Lizard S 
5302—Rose Blush Kip, prumcies to ° re at mn 
Dark Tan Kip Trim. BERNARD LEBOVITZ of our abilities, the a 
303— ’ t 2 S 
Lizard Trim: ee proof being that wef) \y74. 
sow timed. Tein. ne still have on both sides of our ledgers the names of/) | 
b tesa te Or 0 wide 92.15 the factories we began to buy from and those of our pn 
customers we began to sell 29 years ago. 

B. FRIEDMAN SHOE CO., Inc. ° ne ment 

109 READE STREET ESTABLISHED 1880 | 
MONTE CARLO SANDALS Dr. C bell’ AL 

r. Campbell’s 
Reg. U. 8. Pat. Office H 
ealth Shoes | 
IN STOCK . hw 
: A to EEE width able 
spr’ 
$4.70 to $5.20 ; a 
Evans Ruby Kid Long Counters dets 
Crawford Shanks Goodyear Welts 
Oxfords to Match 
Anatomic Heels, $3.85 to $4.40 
Ne.  1032—Imported Natural Tan We, 104!—Black and White Imported: Gold Dot Soles ' 


Woven Sandal with Dark blue trim Sandal Mackay Construction. Also 
moulded sole. Also with Green trim- All White, tan with white trim, = 
ming, red trimming, brown winning with brown trim, natural with brown 


Samples sent prepaid. 











and ‘white trimming. Sjses 3 to & trim. Sizes 3 to 8. Priew $3.00. onrwotoic mf S POWELL & CAMPBELL |} 
RCH SU! $i SS a 
BLEECKER SHOE CO., Ine. 138-140 Duane St. pe A 2 degen 


Boston, 216 Essex St. Philadelphia, 17 No. 4th St. 












“Imitation is the sincerest form of flattery” 


.* celle 
NO mp 


“Queen of all operas” 


AGAIN WE LEAD! 





IN PATENT - SATIN KAFFOR KID 
Now $3.25 in Patent Leather, Black i STOOK—INMEDIATE OELIVERY 


Satin and Kaffor Kid. 


Widths Sizes 
AA to C 2% to 8 


Duane_Shoe Company ‘Siw youn cry 





At Our New Reduced Price Level hk aad 


OE co. Widths A-B-C 


NEW YORK 
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VIYORK MARKET 


Sensational Values 





Service Our Arm 





























































145 DUANE STREET 


ablished For years we have continually improved the qual- Imported Czecho 
0, withk ity of our merchandise; we are constantly on the Sandal 
od suc W vatch for new ways to better that quality ; we have andals 
y meanf uot dangled the sign of low prices when lowering 
; » 975—Natural Calfskin with brown trim.........--+-+sseeeees 
- be. ew or 976—Natural Calfskin with white trim.. rere 
ul, bu ce “43 977—White with black trim...........-..-.055: mae 
decided Satisfactory mer- as oc eueeaueanics 
of hon.f chandise has always In Stock 
jitimateg been our hobby, and J. WEISS SHOE CO. 
esta)- “es Pa gt. 187 DUANE STREET NEW YORK CIT 
ion for in min a our 
re busi.) friend, the retailer, 
s withp bas_to make a fair 
e buye profit in our shoes TWO BLUE RIBBON 
e menf 8° as to retain his NUMBERS FOR SPRING 
friendship and _ his 
st pride i _— niiie igh, Doty ont Guten Heels 4 
at we . tits 
1 theseh, ‘Creations, still bet- 
he best ' ter shoes and service 
es, thes 2 moderate prices SAMUEL J. LEBOVITZ 
hat ose is our future aim. Vice President and Manager 
wer . 398—Patent Leather step in. G. M. 
¢ Watch us achieve 7000— Potent Leather loop strap Kaf- weave underlay 
mes ot} ‘ ° for Kid saddle with piping. Same Suntan Kia with underlay to 
f our project. We hope and expect to do this by Same in Parchment Kid water- match. 
oF Our j : 2 . snake ite — iping. Same Parchment Kid with un- 
consistently adhering to the policies of fair treat- 3.00 less derlay to, match. 
Li ment that have brought us success in the past. LEVEY BROTHERS SHOE Co. 





, A LINE WORTH HANDLING— nat tee aes — AND WHITE 
QUILTED SATIN SLIPPERS 


9027—Black and White Genuine Boa 
Python Centre Buckle. 20/8 Span. 
Heel $6.00 





Made with fine quality materials and expert workman- 
ship, to retail for $1, $2 and $3. Of soft, comfort- 
able quilted satin in lovely pastels; covered heels and 

j spring heels. A line we are proud to offer and one 
you will profit by selling. Write for prices and 


9026—Same as above. Regent Opera. 
ers details. H $6.00 


20/8 Span. WL. cccccccccccce 


) 9028—Same as above. 3-eyelet Oxford. 
Jelts 20/8 Span. Heel..........+-++ $6.00 

es ees as § 9028. 15/8 Cuban 
+48 SPE cae sobtatehiooteasen $6.00 








ELL | K 
GOLO SLIPPER COMPANY 


129 Duane Street, New York City 











Goodyear Welt Sport Oxfords s»,_ Immediate Delivery Only 
Duflex Soles and Heels > Imported 






Braided Sandals 
$2.10 


per 
pair 


A to C—3 to 8 
In Stock at $3.25 


$0700 Smoke Elk, Tan 
Calf Trim 


a: > 
j > 
j > 
y 12) 
Cc 
; - > 
’ a va 
= a s 
7 ro) 
= 
= (fe 
ZO = Wee 
x ee 5 
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#0703 Tan Calf, Tan 
Lizard Trim 


¥ £0705 Witte Elk, White 


in 12-pair lets. Colors 
Beige and Beige and 
White. Sizes 3 te 





$0706 wane. =. Blk. 
Calf T 


< Ses. 
CONCORD SHOE CO, Inc. ™%,DEvs. fet aS ae 
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WHERE TO BUY 
Men’s Shoes 
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87 STYLES IN STOCK 


EMERSON SHOE MFG. CO. 
ROCKLAND, MASS. 


WRITE TODAY FOR CATALOGUE 
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, Li STEADY PROFITABLE 


BUSINESS IS WANTED. SELL- 
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() M. A. PACKARD CO., Makers (P) 
BROCKTON 














NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y., U. S. A. 

MEN’S FINE SHOES EXCLUSIVELY 















Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 














Richards & Brennan Co - 

















RADE ONLY” 











EAST WEYMOUTH. MASS. U.S.A. 











Broadcasting Shoe Program 











Broadcasting soloists and the American Lady and American Gentle- 
man orchestra who are heard every week in the Hamilton-Brown 
Sketch Book Program 








New I. Miller Department 
in Canton 


CANTON, OHIO (UTPS)—An atmos- 
phere of quiet elegance pervades the 
new shoe department of the Lefkovits 
store, recently opened by the I. Miller 
company and managed by M. Martin, 
formerly of the I. Miller Fifth Avenue 
store. 

Paneled walnut walls with modern- 
istic inlaid borders enclose this parlor 
type shop. Comfortable chairs, hand- 
stuffed in the French manner and up- 
holstered inraspberry velour and needle- 
point and raspberry velour footstools 
are set off by the quiet gray and black 
tones of the futuristically designed 
carpet which completely covers. the 
floor. 

A walnut writing desk with statu- 
esque lamps, two full-length futuristic 
mirrors, six walnut shoe cases and two 
divans done in raspberry and green, 
complete the furnishings. The sales- 
room is lighted by six opaque crystal 
drop-lights. 

Two doors in the paneled walls, hung 
with raspberry-shaded draperies, lead 
to the shoe stock and to the service room 
where a complete shoe repair and dye- 
ing service is carried on. 





Buyer Changes at the White 
House 


SAN FRANCISCO, CAL. (UTPS)—The 
downstairs shoe department of the 
White House, San Francisco, will be 
managed by C. M. Ball, recently with 
the downstairs shoe department of 
O’Connor-Moffatt Company, San Fran- 
cisco, and before that with Daly Bros., 
Eureka, Cal 

Max Abrams is the buyer for men’s 
shoes at the White House. He was 
formerly manager of Rosenthal’s 
Store, on Post Street, San Francisco. 

I. E. Davis, heretofore buyer for the 
downstairs shoe department,. is now 
buyer for the upstairs shoe depart- 





ments. 
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Hamilton-Brown Adopts 
Unique Radio Program 


St. Louis—The Hamilton - Brown 
Sketch Book Program of music and ro- 
mance went on the air Friday night, 
Feb. 7, over a coast-to-coast hookup of 
the National Broadcasting Company. 

The boadcasting artists are Jack 
Weis, Hazel Barry, and the American 
Lady and American Gentlemen Orches- 
tra. For a number of years Mr. Weis 
has been prominent on the West Coast 
as a moving picture actor and director. 
Miss Barry has gained national recog- 
nition as a dramatic star. 

Each weekly Hamilton-Brown pro- 
gram will represent a “page of life” 
from the Sketch Book and will dram- 
matically describe human interest prob- 
lems of modern and historical times. 
The interpretation and answer to these 
problems will be displayed in the win- 
dows of all Hamilton-Brown mer- 
chants throughout the country, to- 
gether with announcement cards and 
photographs. The interest of radio 
fans in the dramatic portion of the 
program will be heightened by the 
opening and closing musical theme 
strain which carries the words, “In 
= Men’s Shoes, What Would You 

0?” 


Pioneer Chain Store Man Dies 
in Geneva 


ROCHESTER, N. Y.—On Tuesday of 
last week took place the funeral of 
William H. Lines, 84, a former well- 
known Rochester shoe manufacturer, 
who died at Geneva Jan. 26. With his 
brother, S. V. Lines, he claimed to 
have been the original “chain store” 
operator, having had seventeen shoe 
stores throughout the country more 
than forty years ago. Their business, 
established fifty years ago, was dis- 
continued in 1914.,. Since that time W. 
H. Lines had operated a shoe store in 





Geneva. He is survived by his brother. 
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Death of Henry M. Stack 


Newark, N. J.—After an illness of 
about three weeks, Henry M. Stack, a 
member of the executive staff of John- 
ston & Murphy, died January 25. He 
was buried on January 28 at Clinton 
Cemetery, Irvington, New Jersey, after 
a high mass of requiem at the Church 
of the Sacred Heart. 

Mr. Stack was born in Weymouth, 
Mass., in 1867, and came to Newark, 
N. J., in 1892, entering the employ of 
Johnston & Murphy. A few years after 
becoming associated with the company, 
he was made foreman and buyer of 
sole leather, and from 1918 on he was 
a member of the executive staff. 

He is survived by his wife, Minnie, 
a sister, Mrs. John W. Slattery, a broth- 
er, Thomas Moriarty, and _ several 
nieces and nephews. 


P. W. Brandt Vice-President 
of Putney Company 


RICHMOND, VA.—P. W. Brandt, for 
many years connected with the Stephen 
Putney Shoe Co., has been elected a 
vice-president of the company. 

Other officers elected at the annual 
meeting of the stockholders were A. P. 
Cone, president; R. W. Williams, vice- 
president; H. L. Threadcraft, secre- 
tary, and A. H.»Felthaus, treasurer. 
The directors are R. E. Cunningham, 
A. P. Cone, A. H. Felthaus, R. W. 
Williams, P. W. Brandt, H. L. Thread- 
craft, C. A. Bain, W. H. P. Leigh and 
W. H. Felthaus. 

Reports submitted at the stock- 
holders’ meeting showed a _ successful 
year and as a result, regular dividends 
were declared on the preferred and 
common stocks and an extra dividend 
on the common. New territory was 
opened by the company during the 
year and its products now go to prac- 
tically every State in the union, in- 
cluding California. 





Rodder Shoe Store to Have 
Larger Quarters 


FRESNO, CAL.—The Vogue Bootery, 
owned by S. E. and A. L. Rodder, has 
leased the premises at 1130 Fulton St. 
for a term of ten years. 

The Vogue concern is now located 
at 1160 Fulton St., and the new quart- 
ers will contain nearly ten times the 
present floor space. New departments, 
including a hosiery shop will be added, 
according to the Rodders. 

The Vogue Company, which is under 
the management of S. E. Rodder, will 
increase, its stock of women’s and 
children’s shoes with the removal. 

The new store is in the Strand Thea- 
ter Building, which is to be extensively 
remodeled. 


To Direct Florida Stores 


CHATTANOOGA, TENN.— Leo Rosen- 
blum, of Shy-Rose Shoe Co., Inc., leav- 
ing for Miami, Fla., to take full charge 
of all of the firm’s stores in Florida. 

The firm’s name has been changed 
from Shyer & Rosenblum to The Shy- 
Rose Shoe Co., Inc., and the entire old 
stocks have been replaced with mer- 
chandise. 

“From the reports we are receiving 
from Miami there are more tourists 
there this season since the boom,” said 
Mr. Rosenblum. 
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LAST DAY of Our Annual January Shoe Event! 
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toculer sale of women's new spring shoes. The event combines volve 
opportunity with @ fashion presentation. For each shoe exhibited is 
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Colorful Spring Oxford 
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Photographic reproductions of the 

new styles with a modernistic back- 

ground prove very effective in this 

advertisement by McCreery, of 
New York 











Charlie Lew, Milwaukee 
Buyer, Dies 


MILWAUKEE—Charles H. Lew, for 
many years buyer of The Boston Store’s 
shoe department, died Jan. 25, at his 
home 3603 Highland Ave., Milwaukee, 
after two years suffering following a 
stroke experienced at the N. S. R. A. 
convention two years ago in the Stevens 
Hotel, Chicago. 

During the 90’s Mr. Lew was asso- 
ciated with F. E. Foster & Co., and later 
with Carson, Pirie, Scott & Co., Chi- 
cago, afterwards operating the exten- 
sive shoe section for The Hennessey 
Mercantile Co., of Butte, Mont., from 
where he came to the Boston Store Mil- 
waukee, 

His happy nature and fine personal- 
ity endeared him to all he contacted and 
gained for him a rich and lasting good 
will throughout the trade. He is sur- 
vived by his widow and son, Harold E. 
Lew; the latter associated with the 
Ebner Shoe Co., also of Milwaukee. 
Following services in Milwaukee on 
Jan. 29, interment took place at Cal- 
vary Cemetery, Chicago. 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 


MEN’S FINE 
HAND TURNED 
SLIPPERS 
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Prices from 


W. S. CHASE & SONS 
08.15 to $8.50 Haverhill, Mass. 


Boston Office: Room 501, Statler Bldg. 























PARISTYLE FOOTWEAR MFG. CO., INC. 
Factory and Salesroom 
40-46 West 25th St., New York City 
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How to Get Your Man to Buy 


More Pairs 


[CONTINUED 


evening wear . . yet who should, 
nevertheless, have an adequate shoe 
wardrobe, so that the all-day-and-all- 
night-shoe will be replaced by the types 
appropriate to the man’s activities. 
These men are the great middle class, 
and they are pretty apt to buy well- 
known products because of the public 
confidence in them. 

The after-college clientele is a speci- 
fic class of consumers who are in need 
of a shoe wardrobe and who must be 
reached by specialized advertising. The 
junior executive wants to eclipse his 
collegiate ideals by dressing up for busi- 
ness. There are a few million men in 
the mechanical and electrical trades who 
should be in the market for occasion- 
shoes. The mechanic gets his shoes 
into pretty bad shape during laboring 
hours, and he GETS USED TO WEAR- 
ING SHABBY SHOES. He should be 
the focal point of much promotion on 
shoes for his specific needs. He usually 
wears his old shoes to work, the same 
kind he wears on Sunday, only older, 
and the difference is not great enough 
in his own mind. 

The manufacturer’s or retailer’s copy 
should address every type of consumer. 
The advertisement which addresses too 
exclusively one level in the trade pro- 
gression is too often not supplemented 
by advertising to cover the other 
groups. The real profit in national ad- 
vertising is in its increased turnover 
for both retailer and manufacturer. 
There is less argument in selling a pro- 
duct that is already half sold. But that 
national advertising should be the back- 
bone of all retail copy. More of the 
real message of the shoe and the little 
details that contribute to its worth 
should reach the man who is finally 
going to wear it, and wants to know 
why he should buy it. 

If shoes, lone shoes without feet in 
them, were never displayed without 
shoe trees, the customer would gradu- 
ally come to respect his shoes more. 
He would be likely to keep them treed 
and give them more care instead of 
tossing them into the clothes closet. 
This new dignity would result in a new 
pride in footwear quality . . . and the 
sale of better shoes and more shoes. 
It is one of the small sales points that 
might set in motion that merchandising 
sales wheel. 

The trouble with shoes is that they 
are the LOWEST unit of apparel worn. 
Not many people go about looking at 
their feet. Raising the shoe in the 
displaying of it, setting it up on top of 
something, tends to raise its value in 
the eyes of the observer. Picture it up 
off the ground as a thing of high qual- 
ity, high desirability, and the psycho- 
logical reaction on the public mind is to 
bestow upon it a new dignity, a new 
elevation in the wardrobe. 

So much advertising is of the catch- 
as-catch-can variety. So much of it 
stresses the same qualities, the same 
perfect comfort, the same construction 
advantages, the same arch support, the 
same spring in the same rubber heels, 
for the same consumer, without telling 
him anything. The consumer is en- 
titled to know what his favorite shoe 
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manufacturer is doing for him. He is 
entitled to get this information first 
hand, and not through some $18-a-week 
sales clerk who wishes vehemently that 
he wouldn’t take so long to make up 
his mind what shoe he wants. 

Maybe the customer is buying blind- 
ly. Unless some important differences 
in all shoes advertised are pointed out 
to him, how can he see these differ- 
ences? If the fundamentals are over- 
looked in advertising copy, how can the 
man who reads it get the message of 
the man behind the shoe? How can he 
know that a shoe is HIS shoe unless 
he knows why? Unless he is educated 
to know what is the matter with his 
walk, his limp, his shoes? 

Unless the man can walk straight 
into the right shoe store to fit his feet 
with a positive assurance that he will 
WALK STRAIGHT when he comes out 
after he has made his purchase, adver- 
tising and sales promotion have not 
fulfilled their functions: “They ain’t 
walkin’, THEY’RE LIMPIN’.” 





New Edwin €lapp Store 
in Seattle 


SEATTLE—The new Seattle home of 
Edwin Clapp shoes has opened at 519 
Olive Street, in the Medical-Dental 
Building. A ten-year lease was taken 
on this very desirable location, which 
is situated correctly to attract a sub- 
stantial volume of professional trade. 
An interesting letter, brief and to the 
point was mailed to the store’s cus- 
tomer list as well to a carefully se- 
lected list which included the tenants 
of the Medical-Dental Building. 
Splendid results were reported in spite 
of the fact that a spell of unusually 
severe weather for this section slowed 
up business in all lines. 

Louis B. Hawkins is store manager, 
having served in that capacity for the 
past four years. He is assisted by 
Frank Rothwell. The Edwin Clapp 
Stores, Seattle branch, was opened here 
about fifteen years ago. 

The new store is smart, yet conser- 
vative, in keeping with the dignity of 
the lines it represents. Where formerly 
concealed stocks were the vogue, in the 
new store Mr. Hawkins has open stocks 
which are kept in immaculate condi- 
tion. Ivory toned boxes enhance the 
richness of the brown mahogany wood- 
work. Mr. Hawkins believes that the 
open stock system has a decided ten- 
dency to keep the customer contented, 
for when a man can see what is going 
on while the salesman’ selects shoes 
from a visible stock, he is not conscious 
of the passage of time. On the other 
hand, when the salesman disappears in- 
to the back of the store, the customer 
soon becomes restive and feels that time 
is being wasted. 

Handsome overstuffed davenport and 
arm chairs form the appointments of 
the new shop. There is an occasional 
floor lamp and smoking stands add to 
the comfort of the surroundings. The 
only mirror in sight is a portable floor 
type mirror. One or two handsome 
plate galss cases house polishes, laces 
and other shoe findings. 
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Lee Reineberg to Move 
to Champaign, Ill. 


York, Pa.—Lee Reineberg, of Lee 
Reineberg and Sons, one of York’s best 
known and popular shoe retailers, has 
decided to abandon the business he con- 
ducted at 7 South George Street, and 
locate with his family in Champaign, 
Ill. He will become the manager of a 
large store in that city, dealing in men’s 
merchandise and having 60 employees. 
Mr. Reineberg will dispose of his busi- 
ness in York and leave for his new home 
in April. 

The York Shoe Retailers’ Association 
will lose in Mr. Reineberg one of its 
most active members and a former 
president. He was also active in the 
local Chamber of Commerce, having 
served it as a president in the past and 
as a director. Furthermore, he was 
formerly an officer in the Kiwanis Club. 
In all organization he was known for 
his indefatigable work. 

Mr. Reineberg’s decision came as a 
surprise. The store he owned in York 
was originated in the early eighties by 
his father at its present location, and 
was prominently connected with the 
city’s business life for many years. The 
Walk-Over line of shoes was handled 
in the store. 


Snow Helps Rubbers But Hits 
Style Shoes 


St. Louis—Snow piled high on the 
streets added little to the spirit of buy- 
ing spring footwear during the past 
few weeks. Those stores catering to 
furious fashions are complaining that 
the blizzardy days almost stopped 
trade. Leather footwear has fallen in 
sales, and the stores will report in 
practically all instances a decrease in 
sales over the same month of ‘a year 
ago. 

The opposite picture of this situation 
are the stores who cleaned up on rub- 
ber footwear of every variety. It has 
been the greatest year for rubber goods 
in a good many years and some stores 
attribute their more than fair showing 
in January to this division of the busi- 
ness. As late as the last week in Janu- 
ary, stores reported their stocks de- 
pleted, with attempts to replenish them 
useless. 

The serious effect on the leather shoe 
business has been the lack of women 
coming into the retail district. Zero 
and sub-zero weather precluded shop- 
ping trips. 

Men’s business has been better than 
fair. Good reports have been recorded 
for leather footwear for the men’s de- 
partments. Explanation is made that 
compulsory outdoor work forced men 
into the stores for warm and dry feet. 
Conditions in the wholesale rubber 
houses were identical as in retail stores 
in that stock swere badly broken. 


Morris Lapidus in Larger 
Quarters 


New YorkK—Morris Lapidus, manu- 
facturer of bench-made shoes since 
1900, has announced the removal of his 
offices, factory and showrooms to larger 
quarters at 40-42 West 17th Street, 
New York. 
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R. J. Jones Promoted 
by B. F. Goodrich Co. 


NEw YorRK, N. 
Y.— Robert J. 
Jones, formerly of 
East Boston, has 
been promoted by 
the B. F. Goodrich 
Rubber Co. to sales 
manager of the 
footwear depart- 
ment in the New 
York district, one 
of the firm’s larg- 
est territories. Mr. 
Jones has been 
manager of the 
New England foot- 
wear sales for the New York sales manager 
company for the % footwear for, the B. 
past year and a 
half. He started as a billing clerk in 
the Boston office of the company in 1913 
and later went into the tire department 
as an adjuster. He then was made a 
local manager for the company’s store 
in Hartford, Conn., and then filled a 
similar position in Portland, Me. 

From the tire division, Mr. Jones was 
transferred to the footwear department 
as an inside salesman. Then, as out- 
side salesman, he traveled through 
Delaware, New York, Viriginia, Mary- 
land, Rhode Island, Connecticut and 
part of Massachusetts. 





BR. J. Jones 


Discuss Southeastern Con- 
vention Plans 


ATLANTA, GA. (UTPS)-—Plans for 
the coming convention of the South- 
eastern Shoe Retailers’ Association 
were discussed at a meeting of retailers 
and salesmen recently at the Ansley 
Hotel. The meeting was presided over 
by Frank Stephens, of the Hanan shoe 
store, president of the Southeastern as- 
sociation, and among the speakers were 
Gordan McDaniel of the Ault-William- 
son Shoe Company and Norman Rauch 
of the Knight Slipper Company, both 
of whom expressed enthusiasm over the 
plans for the coming meeting. 

The following committees were ap- 
pointed to care for arrangements at the 
coming convention: Banquet Commit- 
tee, Mr. Hadaway, chairman; Mr. Cor- 
nell, J. E. Callaway, Mr. Yancey, Mr. 
Renfroe, Patrick Walsh, Mr. Fish and 
Mr. McLaird. Style Show Committee, 
J. L. Craig, chairman; Mr. Warren, J 
O. Steele, Charles Wilkie, O. R. Muse, 
Mr. Ware and P. J. Shuttleworth. 

Reception Committee: Mr. Standifer, 
chairman; Dave Pfeffer, E. R. Lump- 
kin, Mr. Webster, Mc. D. Baldwin, Ed. 
Leake, Guy Shelling, J. G. Sullivan, Mr. 
Rogers, Mr. Powers, Mr. McLaughlin, 
E. Morris and V. J. Henry. Committee 
for Models: W. W. Dickson, chairman; 
Mr. Pinkerton, M. D. Mitchell, John 
Paul, and O. B. Sudderth. 

Hotel Room Committee: J. H. 
Thrash, chairman; C. H. Gibbs, Mack 
Sharpe, Marshall Walker, and Bill 
Jones. Entertainment Committee: Paul 
Barcroft, chairman; Mr. Cantrell, Mr. 
Wells, Mr. Laughlin, Mr. Kimbro, Mr. 
White, S. D. Tanner and Sol Yudelson. 

Committee for Membership: Charles 
Brady, chairman; J. L. Coan, Tom 
Combs, and Marshall Walker. Adver- 
tising Committee: DeLoach Lay, chair- 
man; Dave Speilberger and.W. A. Lau- 
ver. 
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Do You Know? 


That you can buy or sell it through 
the “Where to Buy” column. This 
feature in its quick service is a time 
saver in meeting immediate needs. 
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In Stock Black Ballet 
Slippers 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CO., INC. 
147 Duane Street, 
New York City 
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241 No. 11th St., Philadelphia, Pa. 
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Adventures in Merchandising 


[CONTINUED FROM PAGE 47] 


and reinvests that money tomorrow for 
an additional profit. Thus it can do a 
larger business on a smaller capital. 

With these unanswerable arguments 
in his mind, Charley Bowman started 
back to the store. He was firmly con- 
vinced that Bowman & Son should go 
on a cash basis immediately. 

Then a disturbing thought struck 
him. How did it happen that so many 
of the cash stores were small and un- 
prosperous looking? Most of them han- 
dled low grade goods, too. On the other 


| hand, the big, high class, successful 

















33 W. 27th ST.. NEW YORK 











stores practically all extended credit. 
The more prosperous the store, the 
greater the proportion of charge busi- 
ness done, it seemed. Possibly, he 
mused, there might be two sides to this 
question also. 


O he visited several credit stores 

and found they disputed quite vig- 
orously the claims of the cash store. 
They asserted that a charge account 
does make a real bond between the cus- 
tomer and the store; that most charge 
customers have accounts at only one 
store of a kind, for instance, one music 
store, one shoe store, one grocery, etc. 

They said that the clerical work in 
a credit department is nothing com- 
pared to the pulling power of a charge 
account. Various estimates have been 
made of the amount of money it takes 
to get a customer into a store. Large 
amounts they are. Once in the store, a 
charge account keeps her coming back. 
It makes her feel at home. It keeps 
the store in touch with her needs. She 
becomes known to the salesmen. She 
is not skeptical. She can be sold more 
easily. 

Not being compelled to pay cash for 
it on the spot, she buys more and better 
grade goods than the cash customer 
who, if she hasn’t enough money with 
her, must walk out and hunt cheaper 
merchandise elsewhere. Either that or 
else she has it sent out C.O.D., refus- 
ing it if she has changed her mind. 

In buying higher grade goods the 
charge customer becomes automatically 
the more profitable customer, for after 
she is once in the store there is little 
difference in the expense of making a 
big sale or a tiny one. 

Some of the credit stores even went 
so far as to insist that the pulling pow- 
er of charge accounts is so great it 
actually reduces the cost of doing busi- 
ness below that of the cash store. 
When a customer pays cash she never 
comes in again until advertising or 
some other inducement pulls her in. 
But a charge customer just naturally 
looks to her charge store for all her 
wants in its line. 

Thus the volume created by the 
charge accounts lowers the price to 
both charge and cash trade. Looking 
at it from this standpoint they claimed 
that if there is to be a difference be- 
tween cash and charge prices, the cash 
price should be the higher. 

As to bad debt losses, Charley found 
they never amounted to more than one 
or one and one-half per cent of the 
total charge business in any well ree- 
ulated store. And these stores asserted 
that any competing cash store would 
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have to spend much more than that 
amount in additional advertising to 
produce the same amount of business. 

“But how about complaints?” Char- 
ley asked them. He was surprised to 
find that the best stores realiy welcome 
complaints. lt gives the store an op- 
portunity to piease the customer and 
make a real friend of her. They go to 
great pains to see that she is not em- 
barrassed about making her complaint. 
They make it easy for her, fearing 
most of all that she wiil have a com- 
plaint and simply quit the store with- 
out mentioning her grievance. These 
stores admitted that cash stores have 
fewer complaints, but they claimed this 
is one of the reasons why cash custom- 
ers drift around more than charge 
trade. 

When a customer complains on the 
wear of an article like children’s shoes 
or stockings, she usually underesti- 
mates the service given, even though 
she intends to be perfectly honest. A 
charge account tells just when the arti- 
cle was bought and makes it easy for 
the merchant and customer to agree on 
an adjustment. 

One credit man declared that credit 
in general, especially installment pay- 
ing, really stimulates and encourages 
thrift and promotes a habit of prompt- 
ness. If a man knows he must pay $20 
on a certain date, he is much more like- 
ly to have that twenty ready when the 
day comes than if he were simply put- 
ting it in a savings account. The ne- 
cessity of paying makes him work 
harder and makes a better man of him. 
Even when he comes in to pay his bill 
the store has an excellent chance to sell 
him something else. 

No cash store, Charley was told, can 
possibly have as productive a mailing 
list as the charge accounts of a credit 
store prove to be. Charge customers 
respond immediately to any special no- 
tice and the proportion of wasted ef- 
fort and postage is very small. The 
cash store’s mailing list is bound to 
have a lot of dead wood in it, while 
one glance at any charge account will 
tell just how live it is. 


HARLEY returned to the shoe store, 
bubbling over with facts about 
credit, its good points and its bad ones. 
Jim Bowman listened with considerable 
pride as his son told what he had 


| heard. 


“Charley,” said he, “I believe you’ve 
absorbed more abort credit in four 
hours than I have learned in thirty 
years. Just because you went out and 
put a few sensible questions to men 
who knew. But tell me, how does this 
apply to our own business?” 

“It convinced me that the savings 
of a cash basis are quite doubtful. In 
fact, about the only cash stores left 
now are the ones that deal in small 
units, like cheap shoes or groceries. 
There the bookkeeping expense would 
be out of proportion to the amount of 
the sale. 

“In lines where the unit of sale is 
large credit is uniygrsal. Even the 
mail order houses are going into it on 
the big items. If we expect to do busi- 
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New Store in Poughkeepsie | 











Interior of Friedman’s Royal Shoe Shop in Poughkeepsie, which was 

recently opened. M. W. Friedman, the proprietor, has operated a 

family shoe store in Poughkeepsie for the last 16 years and is now 
expanding the scope of his operations 








ness with the better grade trade we 
must give them the kind of service 
they want. Credit is undoubtedly one 
of those services.” 

“But how are we going to stop our 
credit losses?” 

“Credit losses we'll always have. 
We'll just try to keep them as low as 
possible, like any other expense. That 
reminds me. Roger Emerick, credit 
man at Steele Dry Goods Co., told me 
that most credit losses can be avoided 
by proper taking of the application. 
The old fashioned credit man, said he, 
used to ask in a gruff voice, ‘Name.... 
Address.... Business.... References, 
etc.” Nowadays the credit man is 
smooth and smiling. He sits down in 
a quiet place and proceeds to get ac- 
quainted with the customer. 

“He makes it a pleasant visit, but 
at the same time he lets the applicant 
know that the store expects payment 
exactly as promised—all very tactfully, 
of course. Then, no matter who the 
applicant is, he looks up his references 
before the goods are delivered, not 
after. He always refuses credit to the 
person who insists on an immediate de- 
cision—you know the kind that get sore 
when you ask them to wait. That’s 
the surest sign they don’t deserve 
credit. 

“Mr. Emerick pointed out also that 
a man’s credit rating does not depend 
on his wealth, but on his prompt pay- 
ments. That’s where the Credit Asso- 
ciation comes in. You know we’ve al- 
ways lost out when we went against 
their judgment. 

“As for me, I favor going out after 
more credit business, being hard boiled 
about opening accounts and charging 
the losses to advertising.” 

Jim Bowman shook his head thought- 
fully. “Times are changing,” said he, 
“and I guess we must change with 
them. When I was your age if a man 
asked for credit it was a sign he was 
broke. Now it’s a sign he isn’t.” 
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Gilbert Production Not 
Checked By Fire 


THIENSVILLE, WIS.—Some newspaper 
reports have given a wrong impression 
of the seriousness of the first fire which 
occurred at the plant of The Gilbert 
Shoe Co., Thiensville, on Thursday, 
Jan. 23. 

The fact is, according to A. P. Gil- 
bert, president of the firm, that the fire 
was confined to the cutting department, 
and by dint of hard and fast work the 
entire plant was thoroughly cleaned 
and all departments working full force 
on Monday morning, only two and one- 
half working days being lost. This has 
been made up through overtime work, 
and there will not be a particle of delay 
in Spring shipments. 

The shoes on racks on the main floor 
were all wheeled into the stock depart- 
ment, which is partitioned off from the 
rest of the building. No shoes were 
reached by smoke. Leather and ma- 
terials in the cutting and fitting de- 
partments were partly damaged and 
completely discarded. Operations were 
resumed with new materials. 

Mr. Gilbert took pains to make it 
clear that not a pair of shoes was dam- 
aged or made with damaged materials. 


Pinet Takes Lease on Fifth 
Avenue 


NEw YorK —F. Pinet, the noted 
Parisian shoe dealer, who operates a 
number of shops throughout the conti- 
nent of Europe and in England, has 
leased for a term of 20 years, the store 
and basement at 682 Fifth Avenue from 
Revillon Freres, furriers and lessees. 

The rental is understood to be about 
$75,000 annually. John D. Rockefeller, 
Jr., owns the entire corner property, 
and the Pinet store will have show 
window space on both Fifth Avenue 
and 54th Street. 
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WHERE TO BUY 
Spats 


OE, OF OF 


BOND STREET 





Styled in England— 
Equal in every way 
to the finest im 
ported spats — but 
made over here and 


Veey complete ine 
in wide rai of 
ally advertised. 
Write for price list and samples. 
THE WILLIAMS MFG. CO. 
PORTSMOUTH OHIO 





Church’ 
Imported Cloth Spats 


Also white linen _s pate for formal 
and theatrical aff 


LYONS & oumenn 
122 Duane Street New York, N. Y¥. 














DUNHILL SPATS 

TOPS THEM ALL 

IN STOCK NOW 

All Selling Colors 

$10.50 to $36.00 per dozen 
Samples on Request 

STAR FOOTWEAR MFG. 





and ‘Norris Sts. 
Philadelphia 


Howard 














To insure imme- 
diate delivery—we 
maintain a com- 
plete stock of fine 
spats to retail from 
61.50 to $5.00. 

Send for price 

list. 

S. Rauh & Co. 
650 Sixth Ave. 
New York City 








SPARTON 


SPOTPRUF ¢pars! 


make you 


profits. BEFORE AFTER 


Rub the spot or stain with a damp cloth 
and presto!—a fresh spat. 
Twice as easy to sell as ordinary spats. 


CHAS. F. CLARK, Inc. 
1403-1409 W. Congress St., CHICAGO 


This new 
idea in spats 
this fall will 
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WHERE TO BUY 


Dancing Sandals 











DANCING SANDALS 
(ALSO _USED IN GYM 


) 
No. 188.—Made in pearl, tan 
or black suede. Also made 
In black kid. Only pearl car- 
ried in stock. Price, 70c. 
» jue, Green and 
Purple, 85¢. 


BROOKS SHOE MFG. CO. 
Ritner and Swanson Sts., Philedelphis, Ps. 




















%#KENDALL’S 
For oo ea 


IN STOCK 


IN GREY AND 
FAWN. 





A SIDELINE 
MONEY 
MAKER 


WHOLE 
ONLY 








Send for Circular 
DEPT. C. 


LT A A A At 
KENDALL SHOE COMPANY »% 
* HAVERHILL, MASS. 
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WHERE TO BUY 
Dancing Taps 
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Supreme Taps in 
three sizes to fit all 
shoes. Speciallow 
price. Also danc- 
ing footwear a>d 
accessories. Ar 
once delivery. 
Send for catalog. 





Coast Representative: 
MR. A. F. WINSLOW 

5205 El Rio Avenue, Eagle Rock 
Los Angeles, California 
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WHERE TO BUY 


Store Fixtures 





ie itl 


NEW GOODWIN CATALOG 
FIXTURES 
{1 STORE INSTALLATIONS 


WIN a.) 


of SHO}! STOR 


ought to do he did not know. He did 
again realize, though, that it was up 
to him to work out his own salvation. 
He began to half wish that he had 
never started the store, the safety and 
security of a job in Parker’s store 
looked like a haven of rest. Then he 
thought of June and her faith in him. 
He squared his shoulders and deter- 
mined to go at it harder than ever. 
Jack Brinstead would soon be there 
and he could share some of the load. 
He decided that, as it was noon time, 
he would have some lunch before re- 
turning to the store. He took a seat 
at a small table in Felkington’s and 
ordered something to eat. Just as the 
waitress brought his order the door 
opened and Morland entered with a big, 
aggressive-looking man. 


ILLY felt embarrassed, for he re- 

called the last time they met. As 
Morland looked at him, Billy nodded in 
a non-committal way. Morland smiled 
rather sarcastically and, to Billy’s sur- 
prise, walked over to his table and 
said, “Howdy, Rogers. Meet my 
friend Tate.” 

Billy shook hands with the big man 
and murmured the usual platitudes. 
He wondered who Tate was, but neither 
Morland nor Tate said anything about 
that. Then Morland said in tones that 
carried all over the small restaurant: 

“Sorry to hear, Rogers, that busi- 
ness is so bad with you. Too bad, for 
I’m told you made a good start. How- 
ever, I guess you are wise to try for 
your old job again. Competition is 
pretty hot for greenhorns, isn’t it?” 

Billy stared in astonishment at this 
attack. For a minute he felt inclined, 
as he said to June when he saw her 
three weeks later, to “Knock his face 
round to the back of his neck.” How- 
ever, for once his good sense controlled 
his temver. He looked up with a smile 
and said slowly and distinctly: 

“Guess you are being kidded by 
someone, Morland. But it’s a shame 
for people to fool you like that just 
because they know how simple you 
are. Don’t you worry about me. Better 
keep your sympathy for yourself.” 

“Yeah? And who the hell do you 
think you are to talk to me like that?” 

Billy saw that he had scored, and 
that fact gave him a sense of mastery, 
for he looked at the big man who had 
said nothing. “Better take your friend 
away, I want to have my dinner.” He 
picked up his knife and fork and began 
eating as though he were by himself. 
He appeared calm but his pulses were 
pounding. 

The big man took Morlard by the 
arm and led him to a table across the 
room, and the incident was closed. 
Billy entered his store soon after- 
ward with a sense of satisfaction and a 
determination to go after Morland in 
every way he could. But his enthu- 
siasm was dampened when he found a 
request to call up Mrs. Solent. He 
then found that June was down with a 
bad cold and confined to the house. 

In reply to his natural question he 
was told that he could not see June 
until she was better, as the doctor felt 
she needed a few days of real rest. 











He arrarged to have some flowers sent 








Billy Rogers—Shoe Merchant 


[CONTINUED FROM PAGE 69] 


each day and then plunged into the 
work of the store. ; 

That evening he sent the following 
letter to Jack Brinstead, care of the 
Printip Shoe Co., in Lynn: 

Dear Jack: 

I was talking with June a few. days 
ago about the time when you would be 
here. She-thought it would be a good 
thing for you to have an idea of the 
principal competition we have. I’ve 
made a rough sketch of the main shop- 
ping streets here and located the shoe 
stores that might affect us. 

I’ve divided them into three classes. 
First, the individually owned stores, 
like mine. Then the chain stores, and 
finally the department stores. X means 
individually owned stores. C indicates 
chain stores, while D means depart- 
ment stores. 

Of course, they all sell hose, and 
most of them sell children’s shoes. If 
this isn’t clear, let me know. And if 
you have any questions or suggestions, 
let me have them. Hope you are hav- 
ing a profitable time in Lynn. Remem- 
ber me to Joel Grant if you see him. 
Sorry to say that June is ill with a 
bad cold, but nothing serious. 

I shall be very glad to see you next 
month. 

For another week Billy suffered 
from the severe competition of the 
Warranty Shoe Co. They continued 
using big space every other day. Mor- 
land came out with his usual large 
circular, which was given a wider dis- 
tribution than ever. Sales for the sec- 
ond week were down even more than 
the first week of this new and keen 
competition. Yet, in spite of that fact 
Billy felt more cheerful. He recalled 
Parker’s comments. He figured that if 
Morland were losing money, and he 
felt sure he must be, that every week 
put his vicious competitor that much 
more behind. His biggest worry was 
having to keep his own books; he did 
not realize how much he had come to 
depend on June until he had to do 
without her. Unfortunately, her cold 
still hung on, and Billy was not al- 
lowed to see her. 


ACK BRINSTEAD had received Bil- 

ly’s letter and in due time sent the 
following reply. 

Dear Billy—I was jolly glad to get 
a letter from you, but sorry that June 
is under the weather. Hope she is all 
right again by now. 

Your analysis of competition is in- 
teresting. However, I suggest you look 
at it another way. In college we di- 
vided all competition into three groups. 
The market-plus trade which did the 
best class trade—that is, the highest 
priced trade, which is nearly always a 
charge business, and service plays a big 
part in the selling appeal. Then there 
is the market trade, which does the 
great big middle class trade, and lastly 
the market-minus trade, appealing to 
the price buyer. The market trade 
looks for good reliable shoes at a fair 
price and with necessary service. The 
low price trade gets relatively little 
service, generally speaking. 

From this analysis,wour trade is the 
market trade with an upward trend. 
Admitting this, your real competitors 
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are the Toeglad people selling from 


$3.60 to $6.60. Morlands, of course, 
and Sanborn’s Department Store sell- 
ing from $5.00 to $8.00. Of course, the 
Warranty people may hit you a little 
on account of proximity, but according 


* to what I learned, the way to overcome 


that is to keep the general appearance 
of your store different from your 
neighbor’s so as to avoid the appear- 
ance of similarity. Have I made my- 
self clear? 


‘HAT reminds me of a stunt we were 

told to use in a store. It is a good 
idea to take a walk around the block 
occasionally and then approach your 
store as though you were a customer 
seeking it for the first time. We were 
told that many retailers allowed their 
stores to get dingy and unattractive or 
commonplace and really did not know 
it, because it slipped little by little. 
And also, the merchant who tried to 
see his store from the customer’s view- 
point often saw possibilities for im- 
provement. 

Please forgive me for making these 
suggestions. I know that I am not 
qualified to advise, but I thought I 
might pass on something I learned at 
college for such use as it might serve. 

I am looking forward ever so much 
to being with you in two weeks’ time. 

“He’s a pretty good scout,” Billy 
thought as he read the letter, with a 
superior smile. That idea of viewing 
the store from the customer’s stand- 
oe appealed to him, however, and 

e determined to apply it that same 
day. 

After lunch he walked up Front 
Street looking in the windows as_ he 
did so. Then he doubled back and 
walked down Washington Street. He 
noticed with some satisfaction that 
Morland’s store looked rather shabby. 
He looked up to the second floor and 
saw the dirty windows and the gener- 
ally unkempt appearance. He had 
never thought of the front appearance 
before, except as just the windows. 
Now he realized that the general look 
of a store’s exterior was influenced by 
the appearance and cleanliness of the 
walls and upper windows. 


HEN he reached the store of the 

“Factory 2 U” Chain he turned 
back and passing the Fretton Depart- 
ment Store walked along Carr Street 
to Mill Street and so back to his own 
store. 

He approached it with real interest; 
his eyes were keen to notice its general 
appearance. This is what he saw. 
To his chagrin he noticed that the 
paint was dirty, especially the upper 
part. Then he saw that two or three 
signs in the window were shabby; they 
were old ones that had been used sev- 
eral times before. A misplaced sense 
of economy had prompted Acks to use 
them and Billy had agreed. “I’ll have 
’em out at once,” he muttered. The 
lower part of the window was spat- 
tered slightly with mud, caused by the 
storm of the previous day. 

Glancing at the window of the War- 
ranty people next door, Billy got a real 
shock. He looked at his window again. 
He saw that his display was very sim- 
ilar to the chain store’s. It was neat, 
well arranged and generally pleasing; 
but it followed the same general plan 
of display. “Gee, no wonder people 
think we sell the same kind of shoes!” 
Billy said aloud. Then he remembered 
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that Acks had had his experience with 
a chain concern in New York. 

“Lilacs,” Billy began even before he 
was in the store, “will you work over- 
time tonight?” 

“Bet your life I will, boss,” was the 
reply. 

“Fine, and we will get Mallory Hupp 
to stay as well, if he will. Go and buy 
a big sponge, some soap and a couple 
of scrub brushes. We will wash the 
whole of the front tonight. I just no- 
ticed it as I came in. It’s awfully dirty 
and spoils the look of the place. We’ve 
got a swell front, but if we don’t keep 
it clean it’s no good. Then we'll wash 
the windows as well. And I think that 
in future we will wipe the window over 
every day and also the framework 
around it.” 


Hupp fell into the spirit of the thing 
with vim, and that evening the three 
young men turned themselves into 
cleaners. They had plenty of fun while 
on the job. The paint looked fine after 
its “spring cleaning,” as Hupp called 
it. The window glass shone as it had 
not shone for some time. Hupp cleaned 
out the display so that Billy and Acks 
could put in something different. 


I? was eleven-thirty before the job was 
done. Neither Billy nor “Lilacs” 
were pleased with the display, yet it 
was somewhat different from the hack- 
neyed style they had got into. 

All the next day Billy worried over 
the general appearance of his store. 
He felt thankful to Jack Brinstead for 
the suggestion, but he was not satis- 
fied with the use he had made of it. 

“Individuality. That’s the thing I 
need. That’s what Professor Brinstead 
hammered home when he spoke here at 
the Chamber of Commerce. I guess 
most people are like me—get good ideas 
given ’em, know they are good and 
then do nothing with ’em. Well, here’s 
one bird that is going to jump on the 
word ‘Go’ hereafter.” Thus Billy 
thought over his problems. Jack had 
certainly started Billy’s mind work- 
ing, although he did not realize it. 

“Let’s have another look at the old 
store,” he remarked to “Lilacs,” as he 
put on his hat and walked round the 
block. It was then five-thirty and the 
stores were illuminated. As Billy ap- 
proached his store again with the eyes 
of a customer he saw something else 
that made him realize the value of 
keeping a fresh viewpoint on the gen- 
eral appearance of his store. 





Haverhill Production 
Shows Steady Gain 


HAVERHILL, Mass.—Shoe production 
mounts weekly as the new season ad- 
vances, but volume business is yet to 
be attained by most of the plants. 
The late Easter has encouraged late 
buying and the shoe men do not look 
for volume until about Feb. 15. Sales- 
men are on the road and are optimistic 
for late February business. 

Novelty types of footwear in the 
cheap and medium grades are moving 
well. Colors are conspicuous, notably 
the light kids and glace calf leathers. 
Blacks hold their usual prominence. 
Combinations in contrasting leathers 
and kids with reptile and snake trims 
are also widely displayed. 
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WHERE TO BUY 
Children’s Shoes 








IDEAL BABY SHOE CO. 
MRS. A. L. DAY 
887 Fourth Avenue 

New York 
323 W. Jackson Blvd. 
Chicago 
1807 Washington Ave. 
St. Louis 
49 Fourth St. 
San Francisco, Cal. 

Factory, Danvers, Mass. 

Send for Catalog 











Baby Shoes! 
Soft Soles and 

cor 

yg Xt | styles! 

Bend for Samples!! 
BOSTON BABY 


SHOE CO. 
Me. 1014-1016 Harrises 
Ave., Bester 











Approved by Medical Men 


As a fully ventilated 
shoe the Burkley Ven- 
tilated Foot Developer 
is unexcelled. Wel 






known surgeons recom- 


mend its use. 

Burkley Shoe Co. 

1156 No. Main St. 
Brockton, Mass. 
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WHERE TO BUY 


Shoe Ornaments 
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tf 


THE 
REYNOLDS COMPANY 


7 Eddy Street 
Providence, Rhode Island 


MANUFACTURERS 
SHOE ORNAMENTS 
a 
JEWELRY NOVELTIES 


EXCLUSIVE DESIGNS 











Henry W. Penn Heads 
American Woven Leather 


New York—Henry W. Penn has re- 
signed as president and director of the 
Kahler Shoe Company, Inc., effective as 
of February 1, 1930. , 

Mr. Penn has been elected president 
and director of the American Woven 
Leather Corporation, which company 
has factories in Philadelphia, Pa., and 
Brussels, Belgium. The New York of- 
fice of this company will be in the 





Marbridge Building. 


















Our monthly display card service with price tickets not only gives the alert merchant more 
for each dollar invested, but supplies him with an attractive series of display cards timed 
each month to meet his window trim requirements. 

Window displays without cards are similar to holding a shoe in your hand before the cus- 
tomer, but saying no word about its Quality, Style, or Fit. 

We save you time in making your price tags. Monthly card subscribers are supplied with 
price tags each month to match the display card sales messages. 


FREE PRICE TICKETS 


are supplied with our monthly window card service. We supply with monthly service No. 1 and 2 
100 blank tickets printed on stock to harmonize with each month’s card service (or with hand-lettered 
prices imprinted—50c per month additional) . 


Price Tickets —IN-STOCK 


Samples will be sent on request of a variety of tickets with prices—24 Doz., $2.50; 12 Doz., $1.50 








NOW READY 


FEBRUARY CARDS 


(3 Colors—Blue-gray—Red—Black) 
Buff board—7 x 12 


| SINGLE SHOW 6 0? 
| CARDS io 


(Either with or without text) 











MORE FOR YOURL 






























Above shows our modernistic card holders, 
gold with black trim (3-color festoon base 
between frame and plateau); enhance the 
beauty of your window cards—harmonize 
with the finest of window display fixtures 





























Check With Order, 


Please 


Select any subject below by number 


Available to merchants in towns only 
where there is not an annual card service 


member. 


WOMEN’S 


1—Party footwear—we meet 
wants and whims. 

2—Women who need long 
and narrow shoes—we 
have the proper lengths 
and widths. 

3—Paris fashion note for 
spring:—shoes to match 
trimming. 

4—Daytime shoes—slender! 
graceful! 


MEN’S 


5—Shoes mark the man! We 


fit you in comfort, style, 
and quality. 

6—This smart oxford has 
English fashioning plus— 


GENERAL 
7—Going south? Strikingly 
individual styles for 
southern wear. 
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are arriving / 
May we show you what 
is to be in Vogue this 











spring? 





Above illustrates one of 
February cards—dainty, 
colorful. 


8—Advance spring styles are 
arriving! 

9—If we can’t fit you—we 
won’t sell you. 

10—Each dollar does the ut- 
most here! Highest qual- 
ity—treasonable prices. 

11—Arches need _ support? 
The patented in-built con- 
struction of — 

12—202 Skilled hands! Con- 
tributed to the making of 
these shoes. 


CHILDREN’S 


13—School shoe specials—ex- 
ceptionally fine values— 
clever youthful patterns. 


HOSIERY 


14—Sheer hosiery is a most 
fitting and proper per- 
sonal typé*valentine. All 
wanted shades. 





















RIDISPLAY DOLLARS 








Service 12 hand designed cards each month, each with different sales mes- 
No. 1 sages, printed in attractive colors, size 7 x 11 inches; with 100 
+ 5° blank price tickets to harmonize with service cards each month (or 
with prices imprinted, selection of prices as wanted, 50c. per month 
Monthly additional). Also 6 card holders with first month's service. 
Service 
No. 2 nial MANY WELL RATED 
$ 4° 100 blank price tickets MERCHANTS from coast 
; 4 card holders 
Monthly to coast now use Recorder 
J Window cards for pulling 
4 Service ; 
No. 3 aii window -shoppers into their 
$300 50 blank price tickets stores. 
2 card holders 
Monthly 
q 
Added Features Peeennn nanan nn nnnnnnnnnn enna nnn nnnennnn= 
COUPON 








“Store Window Bulletin”’ 


offers merchandising and display suggestions 
each month. 


Special Cards 


to meet some individual store need. 


Additional Card Holders 


supplied at nominal charge. 


Exchange of Cards 


The privilege of exchange of current month’s 
cards is available to annual card service members 
who may find listed card texts (abbreviated on 
page opposite because of space requirements) 
which better cover their merchandising program. 





Merchants Service Dept. 


BOOT AND SHOE RECORDER 
189 W. Madison St., Chicago 
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BOOT AND SHOE RECORDER, 
189 W. Madison St., Chicago, Ii. 


Please enter our order for the Recorder “Sell- 
ing Messages” card service No. for one 
year, consisting of ————cards, each month and 
art card holders, with the first month’s 
service, beginning with cards for February for 
which we will pay $——— per year, payable 
$ per month. 

For cash in advance full year’s service, 5% dis- 
count. 











(If for any unforeseen reason we wish to discon- 
tinue service before expiration of order, we agree 
to pay $1.00 per month additional for each 
month’s card service delivered and agree to re- 
turn card holders.) 

We sell Men’s, Women’s, Children’s shoes and 


hosiery. (Cross out lines not carried.) 


Printed Price Tickets:— 
-— ¢*+— ¢+— $F $ 


Store Name 


Owner 


tr 





City . 


State sa na os tantesne nse 

















THIS MAY BE 
YOUR OPPORTUNITY 

















SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED 











SALESMEN WANTED 


One of the largest shoe manufacturers in the Middle West will 
shortly come out with a complete new line and brand of strictly 
College Girl shoes in 10/8, 12/8 and 14/8 heels. This will be a 
short, snappy up-to-the-minute line priced to sell in volume at a profit. 
Large territories and liberal commissions will be given to the fifteen 
men selected to cover the country. 


General sales meeting will be called week before Easter. Give full 
information in your first letter—age, experience, territory most fa- 
miliar with, territory now traveling, present connections, etc. All 
information will be kept strictly confidential. 


Address B-622, Care Boot and Shoe Recorder 
239 West 39th Street, New York, N. Y. 








Very short line of INSSTOCK JUVENILE SHOES 


Salesmen wanted in all territories to carry these shoes as 
a side line. Seven per cent commission paid semi-monthly. 


Address P. O. Box 909, Reading, Pa. 








PACIFIC COAST AND SOUTHERN SALESMEN 


Manufacturer of $5.00 and $6.00 retail McKay shoes has an opening for 


on Pacific Coast and the South. Only men with ability to sell to volume retail 
trade will be considered. No drawing account but straight commission proposition. 


FEDERAL SHOE CO., Lynn, Mass. 











Classified and Opportunities Department 


RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 239 West 39th 
St., New York, N. Lak. om Monday of the week of publication in order 
that advertisements ublished same week. Otherwise insertion 


will be put over to & ollowing week's issue. 


POSITIONS WANTED When advertisers desire answers to 
4c per word. Minimum Charge 78< come our care twelve words must 
LINES WANTED be allowed for address. When adver- 
4c per word. Minimum Charge 75< desire replies forwarded direct 





to their address each word of their 
ALL OTHERS address must be counted in the adver- 
tisement and paid for accordingly. 
Payment in advance is required, ex- 
cept when regular advertisers, - as 
amounts are too small to open accounts. 


7e per word. Minimum Charge $1.22 
ALL DISPLAY SPACE 

Five dollars -per inch. Allow 46 

words to an inch 
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Salesmen, Attention! 


Line of Fast Style Women’s 
Novelties in Stock AAA to C 
Open for Oregon and 
Washington 


Applicant must be high class salesman, 
experienced, have substantial trade fol- 
lowing, and now be traveling this terri- 
tory. Commission and drawing account 
to right man. Write in full detail all 
connections and sales records for past 
five years, give references. All details 
in first letter to 


ROGERS SHOE CO. 
135 Bush St., San Francisco 








SALESMAN WANTED 

A man to call on the shoe manufacturing 
trade in New York, Brooklyn and sur- 
rounding territory with a high grade line 
of shoe ornaments. State age, experience 
and former connections in first letter. 
Address B-628, Boot and Shoe 
Recorder, 239 ‘West 39th Street, 
New York, N. Y. 











EORGIA, Florida, Eastern and _ Central 

Pennsylvania, New York, West Virginia, 
Kentucky, Tennessee, Iowa, Nebraska, Kansas, 
ae Michigan, Wisconsin. Want sales- 
men carry side line of Children’s Turns, 
Stitchdowns and Puritan Welts complete from 
Infants to Growing Girls. Straight commission. 
Best sellers in stock. Will engage only men 
now selling successfully. Name of main house 
(for reference) must accompany application. 
J. S. ZULICK & CO., ORWIGSBURG, PA. 





ALESMEN with established territory to carry 

manufactured line of popular pricetl house 
slippers on a commission basis for California, 
Louisiana, Michigan, Alabama, and _ Illinois. 
Line now ready. Please give full details and 
references in first letter. Freeman-Thompson 
Shoe Company, St. Paul, Minn. 





W ANTED—Salesmen having established Shoe 
Accounts to carry our well known, exten- 
sraly advertised, popular priced line of HAPY- 

Juvenile First-step Turns, Stitch-steps and 
Stitch-downs in connection with non-conflicting 
line in States of Georgia, Tennessee, Nebraska, 
Iowa, California, Washington, Oregon, Arkansas, 
Utah, Idaho, Dakotas and New York City. 
Highest rate of commission paid. Complete 
STOCK Department maintained. Rare oppor- 
tunity to pay all traveling expenses. Write or 
po W. C. Goodger, Inc., Roches- 
ter, m ° 





S HOE salesmen wanted to carry a line of 
spats and shoe ornaments as a _ sideline, 
those who have time to allow them to ca + 
side line, answer only with references. , 4% 
olis Manufacturing Company, 4248 No. Craw- 
ford Ave. Chicago, Illinois. 





ALESMAN wanted for California. Must he 

residential’ man, with established trade among 
department stores, chain stores and joblers. 
High grade children’s stitchdown shoes, two 
sole and three sole. ‘awing against commis- 
sion. Address B-614, care Boot and Shoe 
Recorder, 239 West 39th St., New York, N. Y. 
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SALESMEN WANTED 


1930’s GREATEST SLIPPER ACHIEVE- 
MENT—Commission salesmen, to carry our 
new process, Brooklyn made, leather sole, cov- 
ered heel D’Orsay, to retail from $1.40 to $2.00, 
in Fabrics, Satins and Kidskins. Case lot uses 
only. Princess, 152 West 25th St., New York 
City, N. Y. 








SALESMAN WANTED—A!! territories to 
carry side line of ladies’ and men’s in stock 
turn and soft sole leather und fabric slippers; 
7% commission; full particulars in first letter. 
Address B-637, care Bovt and Shoe Recorder, 
239 West 39th Street, New York, N. Y 





SALESMAN to carry four samples turn bou- 
doirs, (leather sole) Ballet, strap sandal and 
D’Orsay. Well known and outstanding line, 
priced to interest volume and retail trade. Ad- 
dress B-636, care Boot and | Recorder, 239 
West 39th Street, New York, N. Y. 





SALESMEN !—Sell “Ye Qualitie” Beautiful 
Baby Shoes. Attractive commissions. State 
territory and references. Sullivan —~ Shoe 
Manufacturing Co., 14 Edmonds Street, Roches- 
ter, 





ALESMAN with good fettowing, New York, 

Westchester County, Hudson River Valley, 
desires line shoes or slippers. Address B-634, 
care Boot and Shoe Recorder, 239 West 39th 
Street, New York, N. Y 





ESIDENT salesman wanted in every large 

city to sell men’s and boys’ work shoes, 
also medium grade dress welts and sports, re- 
tailing from $3 to $4. Large stock maintained. 
Shipments made day order is received. Address 
B-621, care Boot and Shoe Recorder, 20 Federal 
Street, Boston, Mass. 





IDE LINE—Children’s high grade soft soles. 

first walking shoes, and complete line of 
quality padded sole slippers for men, women and 
children. Southern territory and states west 
of the Mississippi. Furnish reference and full 
information with a oe. Swan Shoe Com- 
pany, Baltimore, M 4 





ALESMEN wanted for Connecticut, New 

Jersey and Long Island to carry complete 
line of boys’ and children’s stitchdown welts 
and McKays carried in stock. No objection to 
nonconflicting lines. Write or apply, Kimmel & 
Marbach, 138 West Broadway, New York. 





NEW Brockton factory, making a complete 
line of hand sewed moccasins, desires a 
salesman to carry samples as a side line, which 
will include infants’, childs’, men’s and women’s 
camp and sport moccasin shoes. Very liberal 
commission paid. Address ‘B-624, care Boot 
and Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





ALESMEN WANTED for Indiana, Ohio, 

Wisconsin, Minnesota, Kansas, Nebraska and 
New York, to sell our well known line of men’s 
spats to the retail trade. Commission only. 
State reference and full particulars in the first 
letter. Address B-629, care Boot and Shoe 
Recorder, 189 W. Madison Street, Chicago, IIl. 





FOR SALE 





F OR SALE—Shoe business in one of the best 
mill towns in Northern New York. d 
climate; beautiful store; clean stock of shoes; 
well located. $6,500.00 stock doing business 
of $24,000.00. Can be made to do $30,000.00 
or better. Reason for ooliae leaving town. 
Must be sold in 30 days. Address B-599, care 
Boot and Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








POSITION WANTED 





UYER, manager or assistant wishes to make 

connection with good reliable firm. Young 
man (30) a progressive, capable buyer and 
merchandiser, thoroughly versed on modern 
retailing methods, ten years of successful ex- 
erience. Excellent references. Now employed 
yut wish to make change. Address B-608, care 
Boot and Shoe Recorder, 239 West 39th St., 
New York, N. Y. 





SSISTANT BUYER and Manager, women’s 

and children’s high grade shoe departments, 
desires to make a change. Thirty-three years 
old, married, with present firm eleven years, 
can get best results from salesforce and in- 
crease your business 10% each year. Address 
B-601, care Boot and Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





BUYER of high grade women’s shoes, now - 


employed, desires change. Southwest or 
Middle West preferred. Best of references. 
Address B-639, care Boot and Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





POSITION WANTED—AI Foreman in shoe- 
making department who has worked in New 
York and Brooklyn wishes to connect with good 
factory in turn or welt department. Can furnish 
best of references also willing to go out of 
town if necessary. Address B-638, care Boot 
and Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





YOUNG man, now managing successful shoe 
store, desires to change and make connection 
with reliable concern in Cleveland. Excellent 
references. Address B-623, care Boot and Shoe 


ema 239 West 39th Street, New York, 





BUYER-MANAGER FOR MEN’S _ SPE- 
CIALTY SHOPS OR DEPARTMENT 
STORE. Knows retail shoe business from all 
angles, is college trained and has supervised 
managing and buying for 15 years. A success- 
ful merchandiser. At present employed. Avail- 
able March Ist. Address B-625, care Boot 
and Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





HOE’ executive is open for a high grade 
connection in buying and merchandising. 
Thoroughly capable. Best of references. Ser- 
vices available February 15th. California pre- 
ferred. Address B-626, care Boot and Shoe 
pregeer, 239 West 39th Street, New York, 





HOE EXECUTIVE—Fifteen years’ general 

experience wholesale and manufacturing; age 
35; Gentile. Good sales and sales promotion 
man, Excellent correspondent. Would fit in 
as live assistant to busy shoe executive. Will 
locate anywhere in central states at nominal 
starting salary. Not interested in road jobs. 
Address B-630, care Boot and Shoe Recorder, 
189 W. Madison Street, Chicago, III. 





HOE MAN—Young man 36; ten years’ ex- 

perience as high grade salesman and six 
years’ experience manager of half million dollar 
corporation; desires buyer and manager position. 
Excellent references. Address B-631, care Boot 
and Shoe Recorder, 189 W. Madison Street, 
Chicago, III. i 





FOR RENT 





SHOE and hosiery department for rent in 
successful millinery shop in New York State. 
One hundred per cent location. Commission 
basis. Address B-632, care Boot and Shoe 
woree 239 West 39th Street, New York, 





LINE WANTED 





FOR SALE at Wellsboro, Pa., shoe store, 
finest location, steel shelving, plenty of room, 
including space for ladies’ wear department. 
Excellent opportunity for right man. Samuel 
Marks, Towanda, Pa. 


UALITY STOCK SHOES — Best County 
seat city between Cleveland and Columbus, 
attractive lease. James C. Fetzer, Wooster, Ohio. 





HOROUGHLY experienced shoe man, age 

33, 15 years’ experience in the shoe business, 
wants a line of Popular Priced line of shoes 
for the New England States. Formerly a 
merchant, now a resident of Providence, Rhode 
Island. Previously covered that territory. Ad- 
dress B-635. care Boot and Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





FOR SALE—A family shoe store in a hustling 
manufacturing New Hampshire town. Carry- 
ing a medium and better grade of footwear. 
Best location in town on the main street. Rent 
and overhead low. A great chance for a hust- 
ling young man. A_ good established trade. 

clean stock. Owner wishes to retire. 
Brokers or half price customers don’t answer. 
For full particulars, address Box B-611, care 
and Shoe Recorder, 80 Federal St., Boston, 

ass. 
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WANTED—L ine of Boys’ welts for Chicago 
: and vicinity. Straight commission. © Can 
job them, having room and facilities. Address 
B-627. care Boot and Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





LINE for New York City by young man, 
Past five years with prominent Genan Street 
firm. Address B-633, care Boot and Shoe 
ee 239 West 39th Street, New York, 
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To Let 


2 Excellent Sample Offices. 
Also Sample Office and stock 
space combined, in the best 
location in the shoe district. 
Rent is reasonable, and sur- 
roundings and neighbors are 
first-class. Apply to 


Commonwealth Shoe and 
Leather Company 
72 Lincoln St., Boston, Mass. 














WANTED TO PURCHASE 








If you contemplate selling your 

entire or surplus stock com- 

municate with us. Prompt at- 

tention given. 

KIRSCH-BLACHER CO., INC. 

624 Broadway New York 
Phone Spring 1448 








TO BE SURE YOU RECEIVE 


HIGHEST PRICES 


for your retail odds and ends, entire 
or surplus stocks, ask us for our bid. 
(Betab. 40 years.) Cash transactions. 


Export Surplus Purchase Co., Inc. 
596 Broadway, New York, N. Y. 
Telephones Uanal 6874 and Canal 6655 








: 


> HIGHEST CASH PRICES 
PAID 


for shoe stocks, slow sellers, etc. Short term 
leases taken om, A eee confidential. 
st. 


MAX GLAUBERG 
350 Canal St., New York City ‘ 
: Canal 7854 : 








Quick Cash Buyers 


Retell Shoe Stores—Stocks or Odds e>* 
Ends. Unexpired leases taken ever. 
hone of write. 


POSTER @ DEUTSCH 
436 Grand St. New York City 
Dry Deek 0352 














MERCHANTS’ NEEDS 









Samples 


. id 
Price Tickets semi 
Original Designs in Colors and Odd 
Shapes. 21 years nothing but Tickets 
Largest Size 3 by4 New Styles constantly 
B. STAUFFER *o3 ‘ANGELES CAL, 2 
Ste he di 








SPECIALISTS 
LT PRINTERS. DESIGNERS AND ENGRAVERS LI 
\\||||, THE AMERICAN PRINTING x<° LABEL CO 
SY 314-316 E.12th St, CINCINNATI. OHIO 


| hinds now fot Samples | 


| ap SHOE CARTON LABEL 


















— = ARCH SHOES —— 





aa tis IN STOCK 
ace" ses AA TOE 


ay 


ord. inlay, ONE OF 25 


14/8 leath 
, MADE IN PHILADELPHIA 
i % ¢ ##BY MASTER CRAFTSMEN 


C. S. GIBBON CO., INC. 


50-54 No. 4th St. Phil., Pa. 
ENR 59 NEE OEE 8 1 A 




















The highest- priced room at New 
York’s new Hotel Lincoln is $7 for a 
large room with twin beds, tub bath 
and shower. A room, with shower, 
for one $3. 1400 rooms and baths, 
$3 to $5 for one, $4 to $7 for two. 





Telephone 
Lackawanna 1400 


NEW YORK’S NEW HOTEL 


LINCOLN 


Eighth Avenue, 44th, 45th Streets, Times Square 








Recently Completed and the O di Si 





of the City 


The Relvedere Hotel 


48th Street, West of Broadway, New York City 
TIMES SQUARE’S FINEST HOTEL 
Large single rooms 11.6x20 with bath.$4.00 per day 
For two.85.00...twin beds.$6.00 
Large double room, twin beds, bath. .$6.00 per day 
Special weekly rates 
Within convenient walking distance to important business centers 
and theatres. Ideal transit facilities. 450 rooms, 450 baths 
+ Every room an outside room—with two large windows 
- + + Furnished or unfurnished suites with serving pantries. 
$95 to $150 per month . - Moderately priced restaurant 
featuring a peerless cuisine. 


Mlustrated booklet free on request CURTIS A. HALE, Mgr. Dir. 
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EVERYDAY SLIPPERS 


You will find in Greeley 
Boudoirs a practical every- 
day household slipper such 
as women enjoy buying and 
wearing. With leather or 
rubber heels. Black or col- 
ored kid, in stock for im- 
mediate delivery. If your 
jobber cannot supply you 
—-write us. 


IN 
STOCK 


36 Pair Cases 


A. W. GREELEY 





Ww 12 Duncan St. - - Haverhill, Mass. 
me 











MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 





MERCHANTS’ NEEDS 














BEADED BUCKLES av tSrte Dasiweam 
With Practical, Patented Clasp Artifielal ou tn ae © 
a an - _ Paintings, Settings, Seenes, Velour Papers, Paper 





let. Price Tickets. 





alenees, 
terial, Grass Mats. Send for Fancy Paper Book- 


DAVE’S DISPLAY DECORATIONS 
TiS West Broadway, 


lve Papers, 
Graptag, e- POMPOMS AND ORNAMENTS FOR 
SOFT SOLE SLIPPERS 
The right merchandise at the right price. 
Samples sent on request 


New York . 
HY-GRADE SLIPPER SUPPLY CO. 











693 Broadway New York City 











« 
sureee 


No. 1581—75c Per Pair 


Gaemple Assortment for Your Approval 
Cheerfully Submitted 


Bstablished 1998 





Window Decoration 
and maker of 

Artistic Price Tickets 
Iatest in Imported and Domestic Roll 
Paper, etc., in Season. Z 

Samples mailed free on request. 

EMIL RUBLACK \) 
140-142 West Broadway = 





YS cusnion Tire 
) 



























New York ==) Insure perfect 





The National Buckle Co. 


Specialists in Shoe Ornamentation for 
the Retail Store 


640 BROADWAY, NEW YORK 








Adopts One Price Policy 
MIAMI, Fua. (UTPS)—The Bootery, 


ESTABLISHED 






shelf a for 

any line of mer- Y 
chandise. Deep tread V/); Y) 
steps, properly spaced, /77// 
with convenient full @77 
length handholds on both /7 
sides of ladder permit 
mounting or descending 
with ease. Both hands 


free to remove or 
replace stock without 


LAB ELS 




















doing business at 6 East Flager Street, 
has adopted a one price selling policy. 
All lines are offered at $5. This Bootery 
has always carried a varied stock of 
popular priced shoes and has enjoyed a 
good business. David Cowen, who is 
also in charge of The Golden Boot Shop, 
is the manager. The tourist season is 
on in full swing now, and Mr. Cowen 
reports a splendid volume of business. 





SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON RIQUEST 


AMERICA'S GREATEST 
SHOE CARTON & LABEL MFCS 





wy 
C2 


danger of falling. 
Cushioned Tired 
Trolley and Truck ; 
Wheels eliminate noise and prevent vibra- 
tion. Erection as simple as A, B,C. Utilize 
small space. Make top shelves safely avail- 
able for stock purposes. One style—neat of 
design—nicely finished—any height ceiling. 
usands in use. 


me FEMVERS & BRO.cO 
ASHLAND, OHIO. 





Circular on 
request. 


@PUMPS-WATER SYSTEMS-MAY TOOLS - DOOR NANGERS 
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B USINESS 
Bo AROMETER 





Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 





Business 


CALIFORNIA—Los Angeles—George E. Antis 
(7114 S. Broadway) ; boots, shoes, etc.; advertis- 
ing to sell out. 

ILLINOIS—Chicago—May Bros. (1362 Mil- 
waukee Ave.) ; boots and shoes; sold or closed 
out business. 

A, Norgaard (2554 Linden Pl.) ; boots ana 

hoes ; ee to sell out Jan. 28. 

"INDIA NA—Mishawaka—DeBeck & DeBeck; 
boots, sboes, etc.; partnership dissolved; suc- 
ceeded by Remi DeBeck. 

IOWA—Centerville—Tilton & Chambers; boots 
and shoes; partnership dissolved; succeeded by 
Harry L. Tilton. 

Des Moines—The Gekco Co., of Des Moines; 
boots and shoes; inc. authorized capital $25,000. 

KANSAS — Cottonwood Falls — Gregory Bros. 
- Co.; boots, ~~‘ etc.; reported sold or 

out busines 

oOUIS IANA—New Orleans—Robert M. Mar- 
tin, Inc.; boots, shoes, etc.; succeeded by Mar- 
tin Co., Inc. 

A. Wiener (Vanity Shoe Shop) (New Leader 
Shoe Shop); boots and shoes; succeeded by 
Burnstein-Wiener Shoe Stores, Inc. 

MAINE—Bucksport — Burke-Leach Shoe & 
Furnishings gw _— shoes, etc.; succeeded 
by Frank oA ae 

MASSAC USETTS_-Boston—Ground Gripper 
Shoe, Inc. ; oan manufacturers ; executive offices 
removed to New York City. 

Chelsea—Avon Shoe Co.; 
capital stock increased by $25,000 

Clinton—McLaughlin & French Co.; boots and 
shoes; succeeded by Daniel J. McLaughlin. 

Everett—Empire Shoe Co.; manufacturers; 
capital stock increased by $25,000. 

Lowell—Modei Shoe Co., Inc.; manufacturers ; 
capital stock increased by $50,000 

Lynn—Farina-Chaves Shoe Co.; manufactur- 
ers; inc. authorized capital $25,000. 

Lynco Shoe Mfg. Co., Inc.; manufacturers, 
ine. authorized capital $50,000. 

ewton—Barrow’s Inc.; boots, shoes, etc. ; inc. 
authorized capital $50,000. 

MICHIGAN—Lansing — John Brandl 
(“Brandl’s”) (214 N. Wash Ave.) ; boots, shoes, 
etc.; sold to David Hoffman. 


manufacturers ; 


Changes 


Owosso—C. C. Cope (Thrifty Shoe Store) (106 
W. Main St.); removed to Durand, Mich. 

MISSOURI—St. Louis—Morris A. Spector 

(“Cinderella Shoe Store’) (5969 Easton Ave.) ; 
boots and shoes; reported selling or sold out. 

NEW HAMPHIRE—Laconia—Joseph Fournier 
(Comfort Shoe Store); boots and shoes; sold 
to David H. Fine. 

NEW JERSEY—Newark—Eleanor Weiner (108 
Halsey St.); boots and shoes; succeeded by 
Weiner’s Juvenile Shoe Skop. 

New Brunswick—Julius Alderman ; 
shoes; sold or closed out business. 

NEW YORK—Bayside (West)—Joseph Cor- 


boots and 


cione (Guiseppe) (33 23 Cross Island Blvd.) ; 
boots, shoes, etc.; reported sold or closed out 
business. 


Brooklyn—Myrtle Shoe Co., Inc.; boots and 
shoes; inc. authorized capital $20,000. 

Jacon Streich & Sons; boots and shoes, re- 
ported moved headquarters to 149 Duane St., 
New York City. 

Olean—Milner-Kemp Corp.; boots and shoes; 
ine.; authorized capital, $62,000. 

Port Chester—Steiger’s, Inc.; boots, shoes. 
etc.; name changed to “The Leavitt Company.” 

NORTH DAKOTA—Rugby—Model Clo., House ; 
boots, shoes, etc.; ine. authorized capital 
$10,000. 

Pn tay ag G. A. Spraley, Inc. 

te.; inc. authorized capital $8,00 0. 

 PENNSYLVANIA—Newport-—Lipsitt & Stein- 

berg; boots, shoes, etc.; partnership dissolved ; 
succeeded by Henry Lipsitt. 

Philadelphia—Colton & Radoff Shoe Mfg. Co. 
(not incorporated) (117-21 N. 5th St.) ; partner- 
ship dissolved; succeeded by Samuel A. Colton. 

Tamaqua—The Hub; boots, shoes, etc.; re- 
ported sold or closed out business. 

SOUTH DAKOTA—Rapid City—Kelly Clo. 
Co.; boots, shoes, etc.; A. J. Kelly sold out to 
Benjamin Simpson. 

TEXAS—Port Arthur—Goldberg Shoe Co., 
Inc.; boots and shoes; capital decreased from 
$10,000 to $5,000. 


boots, 





Failures, Embarrassments, Etc. 


ALABAMA—Lineville— James A. _ Lester; 
boots, shoes, etc.; reported petition in bank- 
rupt 


ptcy. 
ARKANSAS—Little Rock—Alen’s Shoe Store ; 


boots and shoes; reported petition in bank- 
ruptcy. 

CALIFORNIA—Visalia — Joseph Nasater; 
—_, and shoes; reported petition in bank- 
ruptc 


IDAHO—Mallan—A. G. _Schnoor (“Home Tog- 
gery’) boots, shoes, etc.; reported assigned. 
ILLINOIS—Chicago- Philip Braverman (4662 
Lincoln Ave.) ; boots, shoes, etc.; reported peti- 
tion in bankruptcy. 

Harry Lappe (11363 S. Michigan Ave.); 


boots, shoes, etc.; reported offering to com- 
promise at 25 per cent. 
A. Miller (2750 Division St.); boots and 


shoes; reported petition in bankruptcy. 

INDIANA — Evansville — Bernard Hemburg 
(“Famous Store” a — shoes, etc.; reported 
petition in bankru 

Rushville— Lowell. ,_— boots, shoes, etc. 
reported petition in bankruptcy. 

Vincennes (also nu Il.)—J. & L. Cibull 
(Model Shoe Store); boots, shoes, etc., reportea 
petition in bankruptcy. 

MAIN kowhegan—Northeastern Shoe Co.; 
shoe manufacturers; reported assigned. 

MASSACHUSETTS—Fairhaven — Charles’ E. 
Demers ; boots and shoes; reported assigned. 

Marblehead—Marblehead Shoes, Inc.; shoe 
manufacturers; reported called meeting of cre- 
ditors for Jan. 30. 

hen gg gn pone A. Godfrey; boots, 
sh etc.; reported petition in bankruptcy. 

MICHIGAN— Detroit Ben Judelson; boots 
and shoes; reported petition in bankruptcy. 

Pontiac——Jack Jacobson; boots. shoes, etc. ; 
reported petition in bankruptcy and offering to 
compromise at 25 per cent. 

NEW HAMPSHIRE—Northwood—Roslin Shoe 
Co.; shoe manufacturers; reported assigned. 
NEW JERSEY—Camden—-Ethel Wexler (Mrs. 
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WISCONSIN—Madison—Sander Shoe Co.; 
boots and shoes; incorporated. 
Louis) (250 Broadway); boots, shoes, etc.; re- 


ported petition in bankruptcy. 

Trenton—Rowes, Inc. (26 E. Hanover St.) ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

NEW YORK—Brooklyn—Philjay Shoe Co., 
Inc. (101 Wyckoff Ave.); shoe manufacturers ; 
reported called meeting of creditors. 

Triumph Shoe Co.; shoe manufacturers; re- 
ported called meeting of creditors for Jan. 31. 


Wichert, Inc.; shoe manufacturers; reported 
assigned. 
New York City—Alfred Giantel, Inc. (138 W. 


25th St.); shoe manufacturers; reported called 
meeting of creditors. 

NORTH CAROLINA—Creswell — Mae Sim- 
mons (Mrs.); boots, shoes, etc.; reported peti- 
tion in bankruptcy. 

Greensboro—Berlin’s Young Men’s Shop (330 
S. Elm St.); boots, shoes, etc.; reported re- 
seiver appointed. 

OH1IO—Cincinnati—Frederick Wiethe (‘‘Pleas- 
ant Ridge Boot Shop’’) (4218 Matson Ave.); 
boots and shoes; reported petition in bank- 
ruptcy. 

Salem—Morris Ferris; boots and shoes; re- 
ported offering to compromise at 20 per cent. 

PENNSYLVANIA—Harry Taub; boots, shoes, 
etc.; reported offering to compromise at 30 per 
cent. 

McAdoo—Jess Chenetz; boots, 
ported petition in bankruptcy; 
ceiver appointed. 

Philadelphia—Jack Nahan; boots and shoes; 
reported offering to compromise at 25 per cent. 


shoes, etc., re- 
reported re- 


Michael Reback (2928 Germantown Ave.) ; 
ran and shoes; reported petition in bank- 
ruptc: 


Seok Shaffer (2712 Germantown Ave.) ; 
boots, shoes, etc.; reported offering to com- 
promise at 20 per cent. 

Pittsburgh—J. Henry Gensler Co. (239 Browns- 
ville Rd.) (Mt. Vernon) boots and shoes; called 
meeting of creditors for Feb. 3. 
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SOUTH CAROLINA—Greenville (also bran- 
ches)—The Cohen Co.; boots, shoes, etc.; re- 
ported asking general extension. 

TEXAS—Trent—John Bedford Winn; 
shoes, etc.; reported receiver appointed. 

VIRGINIA—Richmond—J. H. Lewis (1603 W. 
Cary St.); boots, shoes, etc.; reported petition 
in bankruptcy. 


boots, 








New Shoe Dealers 


New York, N. Y.—Peerless Shoe Co., 697 
10th Ave. . 

New York, N. Y.—Tru-Form Shoes, 169 Clin- 
ton St. 

me Mass.—-A. Sandler, Inc., 154 Lincoln 

“hesesten, Mass.—Morris Corman, 1108 Blue 
Hill Ave. 

Millbrook, Mich.—J. L. Relhert. 

Roxbury, Mass.— George F. Keough, 1186 


Columbus Ave. 

Cleveland, Ohio—Harvard 
8520 Broadway. 

Dayton, Ohio—Liberty Stores, Inc. 

Barberton, Ohio—Buchanan, Parker & Thomp- 
son, Inc. 

Hebron, N. D.— Urbans, Inc. 

Detroit, Mich.—The Home Sales Co. 

Isadore, Mo.—C. W. Childers. 

Burke, S. D.—Donald Sanderson. 

Selmer, Tenn.—I. H. Brooks. 

Magnolia, Ark.—J. C. Penney Co. 

Washington, N. C.—-The Grand Leader. 


Square Shoe Co., 





MERCHANTS’ NEEDS 








Milbradt 
Rolling Step Ladders 
Bnable you to reach 

shelves convenient- 

“They last a lifetime 
and 


are = in any style. 


= to fit any 
kind of shelving. 


Write for general catalog 
and let us suggest the best 
ladder for your use. 


Milbradt 


Manufacturing Co. 
Established 1895 


2416 No. 10th Street 
ST. LOUIS, MO. 

















aS 
WINDOW 
DISPLAY FIXTURES | 


SEGALLé SONS 


933 ARCH ST. 
PHILADELPHIA, PA. 


ARE BUSINESS GETTERS | 
SEND FOR CATALOG g 

















Boot and Shoe 
Recorder 


Serves in 


Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of Tue Boot anp 
Suoe Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 


A Buying Guide to 
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Next Week 


you will find 
in the 


Boot and Shoe 
‘Recorder 


EW tricks in advertising warrant 

national attention. Just the old 
formula of “style, fit and service” 
fatigues the customer’s eye. Now we 
see a new intrigue in retail advertising 
and we show some examples in the 
third issue of February to stimulate 
the public’s interest in new shoes in the 
wearing-weeks following. Advertising 
through the eye will come through the 
showing of new-keyed window displays. 
Modernism steps into the background 
“and something about the goods” 
comes into the foreground of the new 
shoe interest for Spring. 


AAA 


HIS is a season of change and it is 
needed most in retail advertising 
and window displays. We hope to pre- 
sent in this issue a plan wherein every 
store using the new magnetized tools 
of publicity will draw the dollars. 
It is well, also, in this issue, to give 
a word to the new advertising through 
the ears—the test of radio advertising 
is in the retention of desire after the 
melody has fled. Our studies of the 
new forms of advertising should make 
this issue outstanding. 


Ah 
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Right in step with every advancement of modern shoemaking 
— millions upon millions of VULCO-UNIT BOX TOES are 
supplied to leading shoe manufacturers each year — manufac- 
turers who know VULCO-UNIT BOX TOES to be of as uni- 
formly high quality as human skill can make them. 


BECKWITH MANUFACTURING COMPANY 
Largest Manufacturers of Box Toes in the world 


STATLER BLDG. + BOSTON 
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